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Rough Proofs 


A New York advertising agency 
- joking for a writer who has 
rearned “the stimuli that will get 
he male animal to dress up.” 
They are blondes, red heads and 
yrunettes, not necessarily in that 
yrder. 


oi 


The Bulletin says there are 100 
kimes as many people as dogs in 
Philadelphia, but either the dog 
population is larger or some other 
consumers are keeping the dog 
¥ood manufacturers busy. 


, Oe 


Australian dairymen complain 
hat bureaucrats give them “too 
any forms to fill in, instead of 
etting us get on with the job.” 
Bureaucrats seem to be equally 
popular everywhere. 


+ oF 


“He sneaked out of town with 
his snake oil,’”’ reminisces Fawcett 
Publications, but some of the old 
timers insist the high spots of their 
lives were the days the circus and 
the medicine show came to town. 


ee ee 


Floyd Clymer, of Los Angeles, 
has adopted old automobiles as his 
hobby, the story says, and it looks 
right now as if a lot of other peo- 
ple are in the same fix. 


a 


Don’t blame this on the War 
Manpower Commission’s Chicago 
rulings, but the LaSalle Hotel is 
running newspaper ads in the 
Windy City without any copy. The 
layout man does all the work. 


a Ms 


“Free gasoline for life” is offered 
by the Ohio Oil Company for the 
best name for a new Marathon 
superfuel. 

Without coupons? 


oe to 


P. K. Wrigley thinks only 5% of 
the American public uses chewing 
gum regularly, but the consump- 
lion statistics on movie theater 
— may have been too conser- 
vative, 

eg ae 


“Have you ever stopped to think 
what a world this would be with- 
out women?” asks the American 
Magazine. 


Only in nightmares. 
~~ | F 


Dave Munro, former publisher 
of “Space and Time,” has joined 
7 nformation section of the 

4, and from now on the infor- 
Mation service ought to assume 
some new and startling dimensions. 


7 WV F 


Federal Trade Commission 
‘ching anti-gray hair prepa- 
ral , ADVERTISING AGE reports, 
° it half as carefully as they 
are “cing watched by their users. 


FV 


_usselman’s Ready-to-Use Ap- 
eems to have come on the 
ar ct at just the right time, with 
* war brides trying hard to 
‘e desserts just like mother 
0 make. 


7, @ ¢ 


it Dispatch Company is 
ig a radio campaign to edu- 
the public on bananas, and 
ave exactly one guess as to 
its theme song will be. 
Copy Cus. 


Hercules Powder 


and Frigidaire 
Win ABP Awards 


Two Armstrong Cork 
Campaigns Are Cited 
in Ad Competition 


(Pictures on Page 55) 


New York, March 15.—Hercules 
Powder Company’s cellulose prod- 
ucts department won an honor 
award in the industrial division 
and Frigidaire division of Genera] 
Motors an honor award in the 
merchandising division in the third 
annual business paper competi- 
tion sponsored by Associated Bus- 
iness Papers. 

Winners were announced at a 
clinic of the Industrial Advertis- 
ers Association of New York to- 
day. Kingsley L. Rice, ABP pres- 
ident, presented the advertising 
awards, and Bernard Dolan, presi- 
dent of IAA, presided. 

The Hercules campaign won 
first award in Division 3—adver- 
tising of fabricating parts, mate- 
rials, etc. In addition to honor 
award in the merchandising di- 
vision, Frigidaire was first in Di- 
vision 6—-advertising of products 
for resale. 


Medallions Presented 


The first award winners, all of 
whom received mounted silver 
medallions were: Theodore Mar- 
vin, director of advertising, Her- 
cules Powder Company; J. F. Ped- 
der, advertising manager of Frig- 
idaire; E. Cameron Hawley, adver- 
tising director of Armstrong Cork 
Company, which received first 
awards for campaigns both for 
package closures and _ insulating 
materials; Gerson Reichman, vice- 
president of the Lamport Com- 
pany, for an export campaign on 
textiles, and J. A. Kennedy, ad- 
vertising manager of Nelson Spe- 
cialty Welding Equipment Cor- 
poration. 

All of these executives except 
Mr. Kennedy and Mr. Marvin, 
who were absent, outlined the his- 
tory of their winning campaigns. 
Mr. Kennedy’s report was read by 
Mr. Dolan, while Frederick E. 
Schmitt Jr., industrial advertising 
manager, represented Hercules. 

Second and third award winners 
received certificates of merit. The 
second award winners were How- 
ard R. Roberts, advertising man- 
ager, Deepfreeze division of Mo- 
tor Products Corporation; Michael 
A. Brown Jr., advertising man- 
ager, Monsanto Chemical Com- 
pany; William A. Marsteller, ad- 
vertising manager, Edward Valve 
& Mfg. Company; G. Reed 
Schreiner, advertising manager, 

(Continued on Page 53) 


The Creative Man 


philosophizes on books 
for copy men. Page 37. 
Other features: 


"ve on, SEE 12 
Editorials 12 
Farm Linage 40 
Feature Page 37 
Getting Personal 

Information for Advertisers......... 

In Washington ....... es . 14) 
Magazine Linage .. 42 | 
Obituaries ........ 51 | 
Photographic Review 55 
Postwar Planning .. 48 | 
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ABP WINNER—Armstrong Cork Co., 

which also won a first award for insu- 

lating materials, captured the Division 

2 top award in the ABP contest with a 

campaign which included this package 
closure ad. 


| use 


Same Paper Quotas 


Hold: Deliveries 
May Drop 5-13% 


Washington, March 14—Plans 
to maintain existing print paper 
quotas for publishers came un- 
scathed through the WPB require- 
ments committee last weekend, 
and final details of a tight second 
quarter paper market awaited the 
action of the printing and pub- 
lishing division. 

Under the plans which the di- 
vision must complete, magazine 
and book publishers and commer- 
cial printers will probably have 
to go into inventory to make good 
a reduction in deliveries estimated 
at 13%. A similar reduction of 
deliveries of about 5% is ex- 
pected for newspapers. 


82,000 Tons Less 


When the requirements commit- 
tee added up pulp supplies and 
requirements Friday, it found that 
about 82,000 tons less pulp were 

(Continued on Page 53) 


Industries Seek Outside 


Public Relations Counsel 


Hits Treasury's 
Surplus Property 
Policy; Urges Ads 


Use Trade Practices, 
Senate Committee 


Tells Officials 


Washington, March 14.—Treas- 
ury’s use of direct mail and con- 
tributed publicity to announce of- 
ferings of surplus war property 
brought a sharp rebuke from the 
Senate small business committee 
today, and a suggestion that of- 
ficials give more serious considera- 
tion to the use of paid advertising. 

In a blistering attack on the 
sales policies instituted under 
Ernest L. Olrich, former director 
of the surplus property operation, 
the committee held that press re- 


leases and “The Surplus Reporter’’’ 


were not adequate to inform small 
business properly of available 
merchandise. 

Besides criticizing the methods 
of publicizing offerings, the com- 
mittee had a number of complaints 
about Treasury operating policies, 
asserting that the agency should 
adopt policies commonly used in 
the trade. 


Makes Suggestions 


As a publicity policy, the com- 
mittee said small business can be 
protected in the sale of surplus 
property only by “widespread ad- 
vertising and systematic notifica- 
tion of sales through broad mail- 
ing lists and other suitable ave- 
nues of publicity.” 

Typical of the committee sug- 
gestions were: 

Make refunds to dissatisfied cus- 

(Continued on Page 52) 


Last Minute News Flashes 
Ipana Ads Cued to Postwar Theme 


New York, March 16.—Because of the civilian shortage of Ipana 
toothpaste, Bristol-Myers Company has begun cueing its 1945 page ads 
in about 30 national magazines to a postwar theme of “building for the 


future as model mothers do.” 


Copy is in the editorial style of Life, 


with the model mothers and their children selected from those figuring 


in a Life article last year. 


Agency is Doherty, Clifford & Shenfield. 


Stanco Begins New Schedules for Flit 

New York, March 16.—Stanco, Inc., plans to schedule six general 
and women’s magazines, about 300 newspapers, mostly in the South, 
and spot radio in Arkansas, Louisiana and Tennessee, for a spring and 


summer campaign for Flit, starting about April 15. McCann-Erickson | 


is the agency. 


City of Memphis Starts Ad Campaign 


Memphis, March 16.—The City of Memphis late this month will| sociates, and Benjamin Sonnen- 


begin a $25,000 campaign in trade publications and in nine eastern | berg. 
and midwest papers promoting the city. Ads will be 3x10 inches)| 
appearing monthly. Agencies are Cole & Co., Lake-Spiro-Shurman and | 


Merrill Kremer, Inc., all of Memphis. 


4 Second Ford Dealers’ Group Appoints Maxon 
Chicago, March 16.—Ford Company dealers in its “D” 


including all or parts of nine midwestern states, have named Maxon,Inc., 
which maintains an office here, to handle all Ford dealer advertising in 
the area, effective immediately. Outdoor, radio and newspapers will be 
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New Firms Enter Field 
as Others Expand 
Lists of Clients 


BY ROBERT GRANITZ 


New York, March 15.—American 
industries, which have expanded 
their employment of outside pub- 
lic relations counsel to meet the 
manifold problems of war, are ex- 
pected to seek more advice and 
expand their present activities in 
the field when peacetime problems 
such as competition, the threat of 
unemployment, etc., cut loose 
again. 

Pacing the phenomenal growth 
of the public relations profession 
in the past five years has been the 
establishment of independent of- 
fices by counsel formerly employed 
by individual industries. 

Irving D. Robbins and Philip W. 
Barber are leaving the Institute of 
Public Relations to form the new 
public relations office of Robbins & 
Barber on April 2. Mr. Robbins 
was the late Ben Lichtenberg’s 
first employe when the Institute 
was founded in 1935. The two are 
not taking any Institute accounts 
with them. 

James F. Irwin, head of manage- 
ment counsel of National Dairy 
Products Corporation, also will set 
up an organization here on April 
1. He already has three accounts 
of considerable size, one of which 
is rumored to be National Dairy 
itself. 

Trend is Evident 


The trend began to reveal it- 
self last year when Verne Bur- 
nett left General Foods to form 
his own organization. His case 
parallels Mr. Irwin’s in that Mr. 
Burnett took with him General 
Foods. In less than 12 months, he 
has snagged 12 top-drawer ac- 
counts including General Aniline 
& Film, Argus, Inc., Grocery 
Manufacturers of America and As- 
sociation of National Advertisers. 

Another recent entry into the 
field is Fred Eldean, who is among 
the most successful practitioners 
today. His roster includes Fire- 


stone, Ford - Ferguson Tractor, 
Marshall Field, Pharmaceutical In- 
dustries, and Combined Airlines. 


These new additions to the field, 
however, merely illustrate one 
phase of the growing interest in 
public relations on the part of in- 
dustry. The older public relations 
firms, for example, continue not 
only to hold their own, but to at- 
tract new business. Furthermore, 
these older clients are spending 
more and more each year. 

Among these well established 
organizations are Institute of Pub- 
lic Relations, Ivy Lee & T. J. Ross 
Associates, Carl Byoir Associates, 
which has doubled in five years, 
Harry Bruno & Associates, with 
three new clients in the past year, 
| Selvage & Lee, which has in- 
| creased one-third in the past nine 
months, Hill & Knowlton, Ames 
|& Norr, Pendleton Dudley & As- 


Size Not a Factor 


The size of the operation, how- 
|}ever, is not always an indication 
| of its success. Public relations men 
are notoriously reserved, but they 
are extremely voluble on the per- 


sales region,|ennial argument of size vs. per- 


sonal contact. Thus there are the 
| large firms which operate on the 
}account executive system and the 
smaller outfits which have a defi- 


d. Previously the Ford “A” sales region group, including dealers) nite limit on the number on ianie 
30 | of six states, had appointed Maxon. 


| they will accept. Naturally, none 
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of the firms represent competitive 
accounts. 

Regardless of the outcome of the 
above argument, there seems to 
be little doubt that there is plenty 
of room for expansion in the field. 
For this reason, and because there 
are about 75,000 so-called ‘public 
relations” men in the Army and 
Navy, most practitioners feel that 
eventually some definite distinc- 
tion must be made between those 
actually engaged in public rela- 
tions and people who do publicity. 
In facet, there may conceivably be 
a new descriptive name for the 
profession. 


Largest in Field 


Largest public relations counsel 
in the field, with 35 accounts and 
billings of more than $1,000,000, is 
the Institute of Public Relations. 
Included in the line-up is the U.S. 
Brewers Foundation, originally 
represented by Edward L. Bernays 
at a reported retainer fee of about 
$750,000. Mr. Lichtenberg secured 
the account after six months at 
somewhere near a third that 
amount. 


ment Trust, Lehn & Fink, Allied 
Stores Corporation, Commercial 
Printers of the United States, 
American Legion and Brand 
Names Research Foundation. The 
latter account is rumored to be 
worth around $250,000 annually. 

Another veteran is Ivy Lee & 
T. J. Ross Associates, which is fam- 
ous for the humanizing of John 
D. Rockfeller Sr., whom it rep- 
resented for 30 years. Among the 
firm’s present clients are John D. 
Rockefeller Jr., Chrysler Corpora- 
tion, Standard Oil Company of 
New York, Western Union, Cor- 
ning Glass, Curtiss-Wright, Penn- 
sylvania Railroad, National Board 
of Fire Underwriters, and Briggs 
Manufacturing. One of its former 
clients is American Tobacco Com- 
pany, which began its own public 
relations two years ago. 


Others’ Clients Listed 


Ben Scnnenberg, another of the 
older firms, has as clients E. R. 
Squibb & Sons, Sperry Gyroscope 
Corporation, Pan American Air- 
ways, Beech-Nut Packing Com- 
pany, Philip Morris, General Cable 


with the Institute of Public Rela- 
tions, points to the job it did to 
make the country penicillin con- 
scious as one of its better cam- 
paigns. 

Baldwin & Mermey, established 
in 1926, currently has 13 accounts. 
Among the noteworthy and spec- 
tacular jobs turned in by the or- 
ganization is the acquisition of the 
McKesson & Robbins account six 
days after Coster-Musica commit- 
ed suicide, a word which many 
people thought might also be ap- 
plied to the company. Another 
operation of similar stature was 
the campaign on behalf of Fletch- 
er’s Castoria, several years ago, 
when the laxative was found to be 
tainted. 

In addition, Baldwin & Mermey 
counsels the New York City Can- 
cer Committee, Hershey Sugar Re- 
fining Corporation of Cuba, Na- 
tional Wholesale Druggists Associ- 
ation, Sterling Drug, Proprietary 
Association of America, Marlin 
Firearms and the paladium ac- 
count for Baker & Co., Newark. 


Has ‘Blue Chip’ Accounts 


islation, has doubled its business 
in the past five years and has more 
than $1,000,000 billings. It now 
represents Bendix Aviation, Min- 
neapolis - Honeywell Regulator 
Company, Pullman, American Can 
Company, A&P, B. F. Goodrich 
Company, Libby - Owens - Ford, 
Schenley Distillers Corporation, 
and the two most recently ac- 
quired, Graham-Paige and the Tile 
Council of America. 

Hill & Knowlton, one of the few 
out-of-New York beginners, was 
founded in Cleveland by John Hill 
in 1927. It now has offices in New 
York and Washington, lists among 
its 35 clients such impressive 
names as Consolidated-Vultee Air- 
craft, the Aeronautical Chamber 
of Commerce, Republic Steel, Avia- 
tion Corporation, Standard Oil of 
Ohio, National Machine Tool 
Builders Association, and Dresser 
Industries. Eight new accounts 
joined the fold in the past year. 

Harry Bruno & Associates re- 
cently re-acquired Standard Oil 
Company of New Jersey, signed 
in the past year Goodyear Tire & 
Rubber and Willys - Overland 


Advertising Age, March | 


The Bruno stable includes 
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le At 

las Corporation, Jacquelin Cus 
ran Cosmetics, Phelps-Dod:> Cop 
per Products, National As iation 
of Engine & Boat Manufacturer 
Consolidated Shipbuilding rpor. 
ation, Sterling Engine Co npany 
and Jenkins Brothers. 7 

New Accounts Commo» 

Ames & Norr, in the profeggioy 
for 30 years, serves five now ap. 
counts, including American Fy), 
Trade Council and Controlicrs Ip. 
stitute of America. Amones older 
clients are the Association 
American Soap & Glycerine Py, 
ducers and the Protesant © ounei 


of the city of New York 
consultant to Radio Corpora 


America, the National Broadcast. 


ing Company and the Motio; 


It j 
1on of 


n Pic. 


ture Producers and Distributors o 
America. The organization claim 
to be in the upper one-fourth 


of public relations counsels. 


Another relatively new entry 
the firm of Selvage & Lee, foun. 


ed in 1939. Among its 


nine 


accounts are Forest Product: 
Industries, Ball & Roller Be; aring 


The Institute also represents 
Swift & Co., ? 
Corporation, Commercial Invest- 


Corporation, Pepsodent, and Gar 
Seagram Distillers| Wood Industries among others. 
The firm claims to rank in stature 


waged, in behalf of A&P, a con- 
stant fight against chain store leg-|when it signed Graham-Paige). 


Carl Byoir Associates, which has| (formerly represented by Carl 
Byoir and resigned by the firm 
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THREE MONTHS 


An interim report on some of the first things 
being done by the network that hastens slowly 


For the past three months, Mutual’s use of 
white space in the trade press has been de- 
voted mostly to a plain exposition of new 
operating policies. We bragged not; neither 
did we promise miracles. We ventured to 
interpret nary a single rating trend. Except 
for noting a couple of rather spectacular 
newsbeats from the warfronts, our ads 
spoke simply of the easy, deliberate pace 
to which we’ve geared our progress. 

Comes now, we believe, a proper time to 
report the state of the network and how it 
has changed during these three months. 
Some top advertisers and agencies have 
moved their business to Mutual. A few 
have departed. And some exceptional new 


program material has been signed. 


1,042 NEW STATION-HOURS* 


Look at the ledger first. Nine commercial 
programs were added, December through 
February, putting 1,042 more station- 
hours to work every week. Five sponsored 
shows, occupying 223 station-hours a week, 
were dropped during that period. And 
within the past few days we've signed 133 
more station-hours a week in new business 
ccheduled to start on Mutual soon. 

Among Mutual’s new (or returning) 
sponsors since December 1 are Carter 
Products, Chesapeake & Ohio, Coca-Cola, 


Kellogg, Textron, Seven-Up. Former shows 


*By station-hours, we mean 60 minutes of commercial time per station, 


have been lately replaced here by General 
Cigar, Semler, Van Camp. The agencies in 
charge of this expanded activity include 
Ted Bates; Calkins & Holden; D’Arcy; 
Erwin, Wasey; Kenyon & Eckhardt; J. 
Walter Thompson. 


AGATHA, ARCH & COMPANY 


Program talent coups comparable to the 
newsbeats mentioned above have been 
scored by Mutual’s newly strengthened 
Program Department. Agatha Christie’s 
best-selling mystery fiction came to life, 
exclusively on these airlanes February 22, 
in the person of Hercule Poirot. Mutual 
also acquired the script and direction skills 
of that master craftsman, Arch Oboler, 
whose original dramas for radio will tingle 
spines and tickle funnybones when his new 
series begins April 5. Add, also, to the popu- 
lar music sky Mutual’s two new singing 
stars, Curt Massey and Anita Ellis. 


Sie 


Don't let our recent reticence fool you; this 
network is on its way...UP. And, as we 
promised three months ago, we'll keep you 
posted from time to time on our progress. 


This...is MUTUAL 


Association, Carrier Corporation 
Mutual Benefit Life Insurance 
Company and Diamond Match 
Company. 

Pendleton Dudley & Associates 
founded in 1918, represents 14 ac. 
counts, among which are _ the 
Reader’s Digest, American Meat 
Institute, Can Manufacturers Ip. 
stitute, Florida Citrus Commission, 
Commercial Industries Research 
Foundation, Cereal Institute, As. 
sociation of Sugar Producers of 
Puerto Rico, Rumford Chemical 
Works and Shrimp Canners As- 
sociation. 


Hannagan Has Four 


Steve Hannagan, who calls him. 
self a “press agent” and is noted 
for his stunts, nevertheless has 
four clients right out of the blue 
book of American industry. The 
Hannagan organization has “no 
war babies,” includes Coca-Cola, 
Union Pacific, Anaconda Copper 
and Owens- Illinois. 

Edward L. Bernays, self-styled 
No. 1 public relations counsel in 
the country, reputed recipient of 
fantastic fees, seems currently to 
have only one account, Procter & 
Gamble. 

One of the few large public re- 
lations counsel organizations out- 
side of New York is Braun & Co, 
with headquarters in Los Angeles 
and concentrated throughout the 
West. The firm represents Safe- 
way Stores, Inc., North American 
Aviation, F. W. Woolworth, and 
Merrill, Lynch, Pierce, Fenner & 
Beane. 

Ford Publicity Good 


Although industry is seeking 
outside aid, it has not entirely 
forsaken its own public relations 
departments. Paul Garrett, for 
example, continues to do a job as 
vice-president for General Motors. 
Others with extensive departments 
are: Westinghouse, Metropolitan 
Life, Ethyl Corporation, Monsan- 


to Chemical, General Electric and — 
U.S. and Bethlehem Steel. 
Perhaps the major reversal 0 


the trend, however, was the 4p- 
pointment last year of John W. 
Thompson to head the Ford News 
Bureau of Ford Motor Compan) 
Thompson, formerly with the 
Steve Hannagan organization when 
it handled Ford, has done « T& 
markable job as evidenced by the 
reams of good publicity given 
Henry Ford in the past yea’. AD 
other example of his work '© the 
emerging of Henry Ford I! 4s @ 
newsworthy figure. 
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THE DIRECT ROUTE TO 
THE NO. 1 CONSUME! 
OF BUILDING MATERIAl 
AND EQUIPMEN! 
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How Tue ‘‘Common Toucn’”’ 
In True Story Helps Readers Meet 
Their Own Problems 


® Johnny, home from war, can't find the peace and happiness he looked forward 
to. What to do about it from the viewpoints of the Army, the doctors, the 
femily, the eweotheatt 0... ccc cece eese sess March issue, Page 14 


® How old is 30 for a woman? Too old to be eager and alive and falling in love? 
Too old for marriage? A March true story, ““As Young As You Feel" . Page 24 


® What Lenten dishes do you like? Three True Story readers tell Homemaking 
Editor, Esther Kimmel, their family favorites (and show them off in full color) 
in the new color gravure Victory Homemaker... ......- 6565 Page 99 


® 


O. HENRY — the millions were | 
in his stories...and the millions _ 
responded. eT ee 
- TRUE STORY -— the millions 
, in its stories...and the millions 
_ keep on responding. 
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HE § ommon fovcu’.. 
it makes new millions respond 


What’s the touch that makes the millions, the important Wage Earner millions 
of today, say, ‘‘That’s good. I want it.’’ ? 


Read the page from O. Henry up above. He had it. Read any current issue of 
True Story and you'll recognize it again. 


It’s the common touch—that extraordinary ability to reflect honestly, un- 
derstandingly, simply the basic interests, hungers, aspirations of the com- 
mon man and his family. It is just that which gives your message in True 
Story such responsiveness and sales power. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STORY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 


FORCE TOWARD BUILDING THE AMERICA WE WANT 
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L&M Announces 


Pension Plan 

Lennen & Mitchell, New York, 
has adopted a retirement pension 
plan for the benefit of all em- 
ployes within eligible limits. The 
plan provides for benefits of one- 
third of the employe’s salary at 
retirement. 

The agency joins an ever-grow- 
ing list of advertising agencies 
which have adopted similar plans 
in the past several years. Other 
companies with pension funds are 
Ruthrauff & Ryan, Compton Ad- 
vertising, Erwin, Wasey & Co., 
Grey Advertising Agency, and 
Arthur Kudner, Inc. 


Four Blue Departments 
Move from Radio City 


Four departments of the Blue 
Network, because of increased 
operations and staff expansion, 
have been moved from Radio City 
to 33 W. 42nd St., New York, one- 
time headquarters for WJZ, key 
station of the Blue. New telephone 
is Wisconsin 17-1737. 

The departments are cooperative 
programs, spot sales, television and 
the office of A. D. Nicol, controller. 


Feltis Predicts 
BMB Accord in 
N. Y. Dispute 


Washington, March 15.—After 
24 of 28 stations attending the 
NAB District 4 meeting here Mon- 
day had signed up for BMB, Hugh 
Feltis, president of the Bureau, 
predicted that his organization 
would be able to work out ad- 
justments which would satisfy 
most of the New York outlets now 
opposed to the plan. 

After a virtual sweep of the 
New England district, in which 
he had signed up 91% of the sta- 
tions, Mr. Feltis ran into difficul- 
ties in New York last week, when 
a block of stations led by WNEW, 
complained that the Broadcast 
Measurement Bureau sample 
would not adequately reflect lis- 
tenership among foreign language 
groups. 

Conceding that problems of the 
23 stations in the New York and 
New Jersey areas might require 
additional study, Mr. Feltis said 
he was sure that the BMB opera- 
tion could be corrected to over- 


come criticism that it would not 
provide even representation of 
the different economic groups in 
the metropolitan area. 

At the Washington session this 
week, Mr. Feltis signed 69% of the 
attending stations, raising the 
BMB total to 349. He said that 
the size of financial commitments 
was keeping pace, percentagewise, 
with the responses. 

In addition to the Region 4 
meeting, NAB had a meeting this 
week of program managers from 
NAB districts throughout the coun- 
try, to check upon radio’s war 
effort. First day of the session 
was under direction of George 
Ludlum, OWI domestic radio chief, 
while the second day was de- 
voted exclusively to the Treasury 
Department. 


Glenmore to Minneapolis 


Glenmore Distilleries Company, 
Louisville, Ky., has opened sales 
offices in the Northwestern Na- 
tional Bank building, Minneapolis. 
Roy Holterud has been appointed 
manager of the northern Minne- 
sota and North Dakota districts of 
Glenmore, with headquarters at 
Duluth. 


CBS Advisory Board 


Elects 2 New Members 

F. C. Eighmey, WTAD, Quincy, 
Ill., and KGLO, Mason City, Ia., 
and Edward E. Hill, WTAG, Wor- 
cester, Mass., have been elected to 
serve during 1945 on the CBS 
affiliate advisory board, represent- 
ing the sixth and first districts, re- 
spectively. 

Reelected to the board are Ar- 
thur B. Church, KMBC, Kansas 
City, Mo.; Clyde Coombs, KARM, 
Fresno; I. R. Lounsberry, WKBW, 
Buffalo; C. T. Lucy, WRVA, Rich- 
mond; Clyde W. Rembert, KRLD, 
Dallas; John M. Rivers, WCSC, 
Cnarleston, S. C., and W. H. Sum- 
merville, WWL, New Orleans. 


Joins ‘Inland Printer’ 

Glenn C. Compton, for six years 
editor of Printing News and asso- 
ciate editor of the Production 
Yearbook, has been appointed New 
York editor of Inland Printer. Be- 
fore entering the graphic arts 
field in 1939, Mr. Compton was 
associated with trade publications 
in the food and grocery field, suc- 
cessively as editor of Chain Store 
Management and merchandising 
editor of Grocer-Graphic. 
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Here’s a Worcester industry ready to 
take a million-and-a-quarter step to assure 
postwar stability in terms of trolley coaches, 


street cars and rai 


lroad passenger carrying 


equipment. Management labels the project 
“a large contribution to the national economy 


Blanket coverage 
available with the 
circulation: over 


440,770. 


of this market is 
Telegram-Garzette’s 


130,000 Daily, and 
80,000 Sunday. City Zone Population 
235,125. City and Retail Trade Zones 


at 


of Worcester in relieving the lag in produc- 


tion employment which 


would otherwise 


almost certainly occur between cessation of 
war and resumption of what is believed to 
be large scale, peace time business. Thus it 
will aid in assuring continued employment 


to those now employed 


and also aid the 


ability of the company to offer more prompt 
employment to returning servicemen.” 


Remember this is sound evidence — and 
added evidence — of Worcester’s continu- 
ance as a major market at current war pro- 


duction levels. 
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OWNERS of RADIO STATION WTAG 
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Don’t scatter dust! 


1 
It's the modern way to dust .. . a way 
of absorbing dust, mot scattering it. 
Dip any clean cloth or dust mop into 
DUSORB, let it dry (it dries fast) . 
<— dust away! Like magic dust is ab- 

. . Mo streaking, spotting or 
pond surfaces. 


POR FURNITURE, VENETIAN BLINDS, 
moors, WAS, ORS, WINDOWS 


DUSORB is harmless to any sur- 


NEW—Franco American Hygienic ¢ 
has launched a campaign for its » 
cleaner, Dusorb, through Jones Frank 

Co., Chicago. 


Pushes New Typ 
Cleaning Fluid 


for Home Uses 


Chicago, March 13.—Claiming 
is “a new discovery of science” 
lighten housework, Franco Ame 
can Hygienic Company, throu 
its agency, Jones Frankel Cor 
pany, Chicago, has begun adve 
tising for Dusorb, a new type 
furniture, wall and _ wind 
cleaner. 

The product is said to absor 
not scatter, dust and leave 
spots, streaks or gummy surfaw 
It is said to be harmless to pai 
paper or fabric, non-inflammat 
and odorless. 

First 420-line ad for the produ 
appeared March 8 in the Chicas 
Tribune. Distribution will 
made through large departme 
stores, furniture and drug stor 
Succeeding newspaper ads will a 
pear with distribution of the p 
uct in other areas. Magazine ai 
radio advertising may be us 
later. 


Chrysler Series Warns 
‘Crossed-Finger Drivers 


Crossed-finger drivers who ne 
lect their cars and then “rus 
their dealers when trouble 4 
velops are warned to ee the 
for appointments and ready the 
machines for “trouble-free spr 
and summer driving” in Chrys 
Corporation’s new service (a 
paign, launched last week in 4 
newspapers throughout the col 


ry. 

Ads of 1,000 and 800 lines, 
run once every two weeks du" 
the next three months, will &@ 
phasize Mopar parts made % 
Plymouth, Dodge, DeSoto 4 
Chrysler cars, and Dodge truc 
supplied the company’s own deé 
organization of 8,000 as well 
independents. Ruthrauff & Ry 
Detroit, handles the campaign. 


To Assist Bireley 


A. E. Stevens has been #ppo!” 
ed assistant to Frank W. Biel ; 
president of Bireley’s, In‘ Holl 
wood, Cal., beverage-ma‘'ns © 
vision of General Foods ( orpe! 
tion. He has recently | 
ordinator of General Foo 
for corporate developmer 


Pencil Poin‘ 
is first in ARCHITECT = culat™ 
first in DESIGNER-DR.& TSM 

circulation; first in PROF! SION® 
ARCHITECTURAL circu!s‘on: ° 

in TOTAL PROFESSION/— ot 
tion. (Get new book “10 FAC™S.”) 


Moral for you: 
Reach the largest professional «. “ie?” 


Pencil Poinis | 


The Magazine of Progressive Architect 
330 Wes? 42nd Street, New York | 
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The Boss Goes to Bat 


HERE comes a time in every Boss’s life 
T when he must “go to bat’ for sales. 

Such a time will come in the post-war in- 
nings ahead. Then the Boss will have to take 
off his top hat, forget his personal preferences 
for the very dignified striped trousers, cutaway 
coat and Malacca cane and be ready to step 
up to the plate with a “Louisville Slugger”’ 
over his shoulder. 

To many Big League business men, Puck- 
The Comic Weekly is a ‘Louisville Slugger” 
among publications. 

its success as a sales producer lies in the 
attention its fascinating editorial content re- 
Caves from the millions. 

No star of baseball, stage or screen has ever 
id so many ardent fans as these world-famous 
p rsonalities in Puck-The Comic Weekly— 
iggs and Maggie,” “Blondie,” ‘The Katz- 

jammer Kids,” “Barney Google,” ‘Prince 

liant,” “Toots and Casper,” “Flash Gordon,” 

d “Tippie.” They are but a few among 
' uck’s livable, laughable, lovable characters— 
tie great all-star cast of the publication field. 


”” ee 


New York University’s Chairman of the 
Department of Educational Sociology says of 
the Comics:...““Their hold on their readers, 
child and adult alike, reveals that their appeal 
is deeply rooted in our emotional nature. Cer- 
tain it is that they have emerged as a major 
institution of American culture. We are but 
beginning to feel their social impact.”* 

Puck-The Comic Weekly is distributed to 
more than 6,500,000 families through 15 great 
Sunday newspapers and is read by over 20,- 
000,000 men, women and children every week. 


For present sales or institutional efforts, the 
one-third pages, one-half pages and BIG 
COLOR PAGES available in Puck-The Comic 
Weekly provide the greatest impact on this 
market of the millions. For full information 
call or write Puck-The Comic Weekly, 959 
Eighth Ave., New York 19, N. Y., or Hearst 
Building, Chicago 6, Ill. Did the officials of 
your company receive the miniatures of Puck- 
The Comic Weekly’s all-star cast? 


*In the Dec., 1944, issue of The Journal of Educational Sociology. 


She Advertisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Armour & Company 

Baver & Black, Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 

Campana Sales Co. 

Chesebrough Mfg. Co. Consolidated 
The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Eversharp, Inc. 

F. W. Fitch Company 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Kolynos Company 
Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 
The Lionel Corporation 
Mars, Incorporated 
Maybelline Company 
The Mennen Company 
National Biscuit Co. 
Pepsi-Cola Company 
Pepsodent Division of 

Lever Brothers Co. 
Pillsbury Flour Mills Co. 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 
R. J. Reynolds Tobacco Co. 
Serutan Company 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. 
U. S. Army Recruiting Service 
Van Camp's, Inc. 
Wilson Chemical Co., Inc. 
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Joins Ziff-Davis 

A. E. Lamson, director of adver- 
tising of Consolidated Book Pub- 
lishers, Chicago, has joined Ziff- 
Davis Publishing Company, Chi- 
cago, as sales promotion manager 
of the book division. He will also 
direct advertising and sales pro- 
motion for Flying, Industrial Avia- 
tion, Popular Photography, Radio 
Electronic Engineering and Radio 
News. 


WFEA Joins CBS 

WFEA, Manchester, N. H., on 
June 15 will become a supplemen- 
tary CBS affiliate, replacing 
WLAW, Lawrence, Mass., which 
becomes a Blue outlet. Owned by 
New Hampshire Broadcasting 
Company, WFEA operates on 1370 
ke., 5,000 watts. fulltime. 


Chandler Appointed 


Robert K. Chandler, previously 
with the national advertising de- 
partment of the Scripps-Howard 
newspapers in Chicago, has been 
appointed national advertising 
manager of the Cincinnati Post, 
succeeding W. C. Savage, recently 
named advertising director. 


High Cereal Costs 
Cause GF to Cut 
Radio $1,000,000 


New York, March 15.—Tight 
prices and rising costs of cereals 
have caused General Foods Cor- 
poration to pare network radio 
time expenditures for 1945 by 
about $1,000,000. The move was 
predicted by AA in “Private 
Lines” on Feb. 26. Magazine 
schedules are not affected. For 
several years, GF has spent rela- 
tively little in newspapers. 

“Young Dr. Malone” on CBS 
was dropped by the corporation on 
Jan. 1, and on April 1, two other 
daytime shows,. “Joyce Jordan” 


(CBS) and “Those We Love” 
(NBC), will follow. 
Meanwhile, GF has cut the 


number of stations broadcasting 
the noontime Kate Smith program 
on CBS from 122 to 67 and “Two 
on a Blue,” afternoons on CBS, 


from 123 stations to 76. The sta- 


tion lineup for both, however, al- 
ready is being increased again by 
nine and GF expects it to be sta- 
bilized for both soon at about 80. 


No Further Reductions 


GF denies, however, that it 
plans to drop all daytime radio 
efforts and concentrate on night- 
time shows. Also, GF emphasizes 
that no further radio reductions 
are now planned. 

The company is reported to 
have spent a total of $9,435,337 
for network radio time in 1944, 
of which $5,537,409 was on CBS, 
$3,628,376 on NBC, and $269,552 
on the Blue. Its magazine ex- 
penditures totaled $1,963,423 in 
1944, as compared with $1,556,- 
434 in 1943. GF advertising is 
about evenly divided between 
Young & Rubicam and Benton & 
Bowles. 

According to network officials, 
General Foods is the only one of 
the big packaged foods advertis- 
ers cutting down, reports declar- 
ing that General Mills, Inc., Min- 
neapolis, Quaker Oats Company, 
Chicago, and Ralston Purina Com- 
pany, St. Louis, are not contem- 
plating any reductions of their 


network expenditures, 


N. J. Outdoor Group 


Reelects Wolfe 


Edgar B. Wolfe, vice-president 
and general manager of United 
Advertising Corporation, Newark, 
has been reelected president of 
the Outdoor Advertising Associa- 
tion of New Jersey. 

Other officers elected are: Grace 
O’Mealia Nokes, O’Mealia Outdoor 
Advertising Company, Jersey City, 
vice-president; George M. Harvey 
Ji., R. C. Maxwell Company, Tren- 
ton, treasurer, and G. Becker 
Jamieson, United Advertising 
Corporation, secretary. ne 6 C. 
Maxwell, Trenton, has been named 
national director, and Joseph C. 
Williams, Asbury Park, N. J., and 
Charles Bird, General Outdoor 
Advertising Company, Philadel- 
phia, state directors. 


Dairy Ad Tax Permanent 

The Iowa legislature has com- 
pleted action on a bill making per- 
manent an annual butter-fat tax 
used to advertise the state’s dairy 
products. The tax, heretofore en- 
acted on a two-year basis, wields 
approximately $100,000 a year and 
is administered by the Iowa Dairy 
Industries. 


Pe 
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Mutual Network 
Appoints Schmid 
and Hult V.P.'; 


New York, March 15.—R ober 
Schmid has been named vi :e~pre, 
ident in charge of ad\ ertising 
promotion and , 


research, and 
Ade Hult vice- 
president in 


charge of mid- 
west operations 
of the Mutual 
Broadcast- 
ing System, Ed- 
gar Kobak, 
president, an- 
nounced at the 
network’s board 
meetings being 
held here this 
week. 

Robert Swezey, vice-presiden 
was elected general manager of thy 
network, an 
James E. Wi 
len, comptrdl 
ler and _ treas 
urer, wa 
named assistan 
secretary. E, ¥ 
Antrim contin 
ues as_ secre 
tary. 

“Bob” Schnj 
joined Mutu 
in 1936, folloy 
ing his associa 
tion with bot 


R. A. Schmid 


Ade Hult 


Young & Rubicam and CBS. f 
eight years he has served as My 
tual’s director of promotion. Hu 
has been midwestern sales man 


Every day in the year this published symbol is recognized 
by all Chicago—and more readers act on this recognition 


and the things for which it stands, than is the case with | 


Herat 


of its principles. 


5 {AN AMERICAN} PAPER}{ FOR } ij 


WWUCNt 


As the signature to a letter or a contract identifies 
the writer and guarantees his integrity, so is a newspaper 


judged and accepted by its readers and advertisers because 


EVENING AND SUNDAY 


any other evening paper in the city. 


Nationally Ref resented ty 
HEARST ADVERTISING SERVICE 


sentative, and in 1935 was trans 


pacity. 


ser Campbell, 


ager of the network since April 
1941. He joined Station WGN 
Chicago, in 1929 as a sales repre 


ferred to the network in that ca 


Mutual directors elected are 
M. Antrim, Willet H. Brown, Ches 


Benedict Gimbel Jr., J. E. Cam 
peau, Edgar Kobak, Alfred Mec 


Cosker, John Shepard III, T. C 
Streibert and Lewis Allen Weiss. 


NBC Eliminates 
Mid-Commercials 


in All Newscasts 
New York, March 15.— Mid 


commercials are being eliminated 


effective immediately, from al 
newscasts on all NBC-owned ant 


operated stations, Niles Trammel] 


president of the network, an 
nounced here today. 


In the interest of public service 


Mr. Trammell said, all news pr 
gram sponsors have been request 
ed to cooperate, “as they have !! 
the past,” by restricting commer 
cial announcements to the first tw 
and last three minutes of each 
minute program. 


“NBC is taking this action,” i 


said, “because news today is 0 
No. 1 public service obligation aml 
commands the eager interest of # 
ages and classes.” 

Several of the most recent 
sold newscasts on the netwol 
have been set up without mic-com 
mercials in expectation that ™ 
new order would go through. 


Following this announcement 4 


NBC, CBS reiterated its nev 
broadcast policies of limiting spo! 


sor announcements to 40 secon 


at the start and total advertisin 
on a quarter-hour night-time ne" 


show to two minutes. T um 
said it would make no chinge ® 


its current policy, and Nivs * 
ported it was still studying nm 
program structure and wil! rele 
a statement in about a mo!" 


H. K. Carpenter 
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‘est of a Aisa a 
— y The Valley of the Bees has 1,220,000 people. 
etree 15.39% of the State’s total. More popula- 
Jd oF “ tion than Baltimore or Cleveland. 
that th Atta fume 6 Effective Buying Income in the Valley of 
ugh. e ty the Bees is $1,472,207,605. That’s more 
ernent 1% Ga a than the total urban EBI in 30 of the na- 
its new tion’s 48 states. 
1! sp nh a 
) second ne, y Retail sales in the Valley totaled $774,155,- 
ivertisingy jay 960. Only five cities in the entire country 
‘me new Aaa exceeded that figure. The Valley ranks right 
r : next to Philadelphia and Los Angeles — 
nge z ahead of such markets as Boston, Wash- 
S ington, D. C., Pittsburgh, San Francisco 
ne ; and Cleveland. , 
¢ eas * 
: ait ¥ And the three McClatchy Bees dominate in 
\s Valley trading areas where live 83% of all 
z on those people ... where 81% of all that EBI 
7 Po A is concentrated ... where 88% of all those 
h " \ : retail sales are made. 
| 
9 ABC coverage of 88% in metropolitan 
Z area. In 14-county area, more than 
4 double circulation of nearest competitor. 
4 


ABC coverage of 91% in city zone: 
e 57% of trading area. 


ABC coverage of 90% in city 
zone; 50% in trading area— 
largest circulation of any news- 
_ Paper between San Francisco 
and Los Angeles. 
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BILLION DOLLAR VALLEY OF THE BEES 


WwW TO STEER a profitable 
course? 

Then eagle-eye California! 
Discover there’s more to the 
Golden State than movie lots, 
shipyards and plane factories. 

This extra billion in California 
buying power lies well inland, 
guarded by tall mountains. It’s 
the amazing Billion Dollar Val- 
ley of the Bees. 


Only five cities in the United 


States have more population. 
Only 13 counties have more ef- 
fective buying income. Only 9 
counties buy more at retail.* 


Dominating newspaper cover- 
age of this great valley is yours 
with the three McClatchy Bees 
. . » long-time favorites of pros- 
perous folk who saved more than 
three-quarters of a billion in 1943. 
Talk to these pent-up dollars in 
The Sacramento Bee, The Mo- 
desto Bee and The Fresno Bee. 


NEWSPAPERS & 


ie 


Winn, 


Gnd Was 


National representatives...O'MARA & ORMSBEE, INC. 


New York + Los Angeles + Detroit + Chicago + San Francisco 
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‘Seattle Times’ 
Told to Cut Paper; 
‘Tool Engineer’ Hit 


Washington, March 15. — The 
WPB compliance division today 
ordered the Seattle Times to make 
up during the remaining three- 
quarters of 1945 284 tons of news- 
print, allegedly used in violation of 
the paper’s print quota. 

Under the compliance order, 
most severe yet issued against a 
newspaper, the Times must re- 
duce its use of paper by not less 
than 90 tons during each of the 
last three calendar quarters of the 
year. 

The action against the Seattle 
paper is second in size only to one 
instituted and later dropped 
against the Chicago Sun. Al- 
though the compliance division 
had ordered the Sun to pay back 
886 tons of paper, the order was 
rescinded when the appeals board 
ruled that the Sun was entitled to 
use the paper. The only other 
newsprint compliance action in- 
volved a 90-ton penalty against 
the Wichita Beacon last August. 


Meanwhile, WPB officials re- 
vealed that a “Stop” telegram had 
been dispatched to the American 
Society of Tool Engineers, Detroit, 
to head off further use of paper 
for a publication which the organi- 
zation is issuing. 

According to WPB, the tool en- 
gineers do not own a paper quota, 
and are exceeding the ton-and-a- 
quarter usage allowed to non- 
quota holders. 


WPB Explains Action 


A WPB compliance official ex- 
plained that the society had pre- 
viously published “The Tool En- 
gineer” in cooperation with the 
Bramson Publishing Company. 
Because of peculiar production ar- 
rangements, WPB contends that 
the printer was the real owner of 
the publication’s print quota. When 
the tool society decided to take its 
printing elsewhere, it had no 
quota, WPB holds. 

Officials said that the tool so- 
ciety had been advised, in consul- 
tation with the printing and pub- 
lishing division, of the position 
which WPB would take. In issu- 
ing a new publication, the society 
was in “willful violation of the 
advice,” officials insist. They in- 


dicated no action was planned 
against Bramson for continuing to 
issue “The Tool Engineer.” 


S. C. Johnson 
Reveals Postwar 


Promotion Plans 


Racine, Wis., March 15.—Offi- 
cials of S. C. Johnson & Son, 
maker of paints, waxes and pol- 
ishes, revealed at a press confer- 
ence here today that the com- 
pany’s postwar promotion of its 
industrial waxes and other prod- 
ucts will stress “eye appeal,” and 
that “Wax-O-Namel will get the 
big push.” 

Wax-O-Namel, an enamel im- 
pregnated with wax and suitable 
for imparting a smooth, lustrous 
surface to metal, wood and other 
materials, was developed by John- 
son over a five-year period before 
the war. It was first advertised 
in 1940. Since then little of the 
company’s advertising, which at 
present runs about $1,000,000 a 
year, has promoted that product. 

Another product, Drax, a stain 


and water repellent for fabrics, 


having a wax base, will also be 
heavily promoted after the war 
(AA, March 5). Both Drax and 
Wax-O-Namel, it is said, will be 
promoted via business papers after 
war ends, with copy on Wax-O- 
Namel emphasizing that manu- 
facturers will be able to sell more 
bread boxes and other articles if 
they are coated with the easily 
cleaned, highly lustrous’ and 
colorful Johnson enamels. 


Continues ‘Eye Appeal’ Theme 


J. H. Hurley, head of the in- 
dustrial sales department, pointed 
out that “eye appeal” will be the 
key of the company’s promotion. 
“We are coming,” he asserted, 
“into a corsage era, where beauty 
will be uppermost in everyone’s 
mind.” 

Among uses of Wax-O-Name! 
demonstrated today were those as 
a coating on metal parts, prevent- 
ing rust while manufacturers’ 
goods remain on dealer shelves, 
and as a coating on aluminum ar- 
ticles such as frying pans, pre- 
venting accumulation of unsightly 
fingerprints before sale. 

Needham, Louis & Brorby, Chi- 
cago, handles the Johnson account. 
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IN HER GARDEN 


This is the Spring. This is the time when she 
revels in the sheer beauty of the world, drinking 
in the fragrance and loveliness of a Nature re- 
splendent in new blossoms—cherry blossoms, apple 
blossoms, tulips and jonquils. In her own garden 
she loves to dig her hands in the wet earth plant- 
ing her tomatoes and marigolds. Life to her among 
her flowers and young plants seems very good and 


very rich. 


If you wonder 


sometimes about the tremendous 


influence of a great newspaper, consider what the 
Memphis Press-Scimitar does to satisfy this uni- 
versal. human yearning to enjoy earth’s beauty. It 
carries a daily column of garden news and flower 
news, by its own garden editor. It has done much 
to support Garden Clubs and the City Beautiful 
Commission, to encourage Victory Gardening. It 
was leader in the efforts which created two wood- 
land preserves at Memphis’ doorstep — Shelby 
Forest and National Forest of Discovery. It made 
Memphis a more beautiful city by promoting the 
widespread planting of crape myrtle. 


A great newspaper must be all things to all peo- 
ple, a powerful force exactly in the measure that 


it satisfies every interest. 


The Memphis Press- 


Scimitar is one of America’s finest evening papers, 
we think, because in its city it is so close to so 
many people. Just as it has the profound respect 
of the business executive, the school teacher, the 
factory worker, so is it very close to this Girl in 


her Garden. 


MEMPHIS 
PRESS-SCIMITAR 
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Metropolitan Life 
Insurance Compony 
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BARTON BATS FOR Y&R — Whey 
Metropolitan Life Insurance Co. mad. 
up this year's annual report, it "de. 
cided to try something new." Bruce 
Barton, 
Metropolitan Life policyholder, wrote. 
the report, but this ad, which appeared 
in dailies of the 800 cities where the 
company has offices and in trade pa. 
pers, was placed by Young, & Rubicam 


president of BBDO and , 


Deering Promoted 


sistant director of the 
brands 
promotion manager of An 
Products-Company, Cincinn«! 
been appointed director of | 
research. 


Sterling Drug to Moy 


Fat Salvage Group 
Doubles Schedules 
After N.E. Test 


New York, March 15.—As a re. 


sult of a test campaign employing 
doubled linage in newspapers of 
Worcester and Springfield, Mass, 
in December, January and Febrv- 
ary, which upped fat salvage 25 
in those areas, American Fat Saly- 
age Committee, representing the 
soap and glycerine industry, hag 
begun to double schedules in every 
daily newspaper in the country, 
and has added more than 2,00 
county seat weekly newspapers t 
its list. 


The _ enlarged schedules itl 


dailies will run the last two weeks 
of March, through all of April, and 
the last half of May. 
half of May the dailies will be on 
regular schedules. 


In the first 


The New England tests en- 


ployed both smaller space and 
greater frequency, and regular in- 
sertions plus some smaller ads. 


The Fat Salvage Committee 


spent about $112,000 in newspaper 
advertising in January and about 
$100,000 in 
Kenyon & Eckhardt, but has not 
revealed expenditures for the et 
larged drive. 


February, through 


Throughout the country, house 


hold fat collections are still lag- 
ging behind the objective of 200 
000,000 pounds annually, or l6- 
666,667 pounds monthly. 
collections were 15,050,000 pounds, 
as compared with 11,734,000 in De 
cember. 
brought in 14,073,000 pounds, bit 
the weekly average was 13,4! 
pounds more than in January. 


January 


February, a short mont, 


Thomas J. Deering, forme:! 


division and late 


Sterling Drug, Inc., New Y 


will move its executive of! and 
seven divisions and_ subs ciariés 
from 170 Varick St. to 1450 3roaé 
way, subject to existing le .5e° 


THE GIA 
RESTAURA 


American restaurants serve , eat 
30,000,000 meals daily... § -— 
$1,000,000,000 a year for f 
you selling this market? Y 
us how. American Restauran' 
5 South Wabash Avenue, Chi 


AMR ESTRAN 
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Famous flier? Guess again! She’s Mrs. Mary Merryfield, 
an average housewife of Washington, D. C. She has never even 
driven an automobile. 


Not long ago we asked Mrs. Merryfield if she would learn to 


aos fly for us .. . and then tell Companion readers about it. She agreed 

oyiad ' 

pers of 
Mass, 
Febru- 

ige 25 

at Salv- 


to try .. . and she took off alone after just five hours of instruction. 


; 


Her article, “Five Hours to Solo” appears in the March Companion. 


Thousands of other housewives .. . Companion readers like 


“ey be Mrs. Merryfield . . . are looking ahead to the Air Age. And they 
ate find in their magazine stimulating articles and fiction on this 
n 2,00) vital subject. For instance, our strongly affirmative report 


apers { 


on the Companion Poll, “Do Women Want to Fly?”. . . recent 
les in 
oD weeks 
yril, and 
the first 
ll be on 


articles such as “She Teaches the Army to Fly Blind”... 
“Is Your Son an Army Flier?”. . . and the short novel, 
“Flight for Freedom.” Plus nearly a hundred other sparkling 


ts em features on women’s myriad activities today. 


«Be No wonder modern women find the Companion a perfect mirror of 

be their expanding world, their widening interests, their growing 

vspape power! Yes, the Companion has been living 

throug! up to its name! With practical service 

_ a pages for the wartime home-maker 

veil .. . with illuminating previews of coming 

il sat events and their significance for women. 

or 16 And when women go into the post- 

pounds war years spending 80% of an estimated 

free national retail budget nearly twice as 

+ big as in the best pre-war period, that’s going to take on new signifi- 
are. cance for all who supply women’s needs. 


Such a typical Companion reader as Mrs. Merrvfield retains all her 
traditional feminine interests. But she has plenty of new, dynamic ideas, 
too. She’s more of a woman ...and more of a market... than ever! 


THE CROWELL-COLLIER PUBLISHING COMPANY 
PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINI 
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Heads Foy Advertising 


Mary Levy, assistant advertising 
manager of Foy Paint Company, 
Cincinnati, for the past two years, 
has been appointed advertising 
manager, succeeding W. E. Backus, 
She was formerly circulation and 
promotion manager, and associate 
editor of The Advertiser, Cincin- 
nati, and was advertising manager 
of Kelley-Koett Mfg. Company, 
Covington, Ky. 


To O’Mara & Ormsbee 


James FE. Skinner, formerly 
newspaper promotion manager, 
has been named director of re- 
search and promotion of O’Mara 
& Ormsbee, Inc., New York, news- 
paper representative. Robert C. 
Jackson, previously executive in 
charge of media at the American 
Association of Advertising Agen- 
cies, has joined the sales staff. 


NIAA Units Told 
Marketing Is Key 
to Production 


Continuing Study 
of Industry Ads 
Urged by Crain 


San Francisco, March 16.—“De- 
mand created and sustained 
through efficient and skillful mar- 
keting is the only means of keep- 
ing production facilities busy and 
their workers employed,” G. D. 
Crain Jr., publisher of Industrial 


Marketing and ADVERTISING AGE, 
told the Industrial Advertising As- 
sociation of Southern California 
in Los Angeles yesterday and a 
meeting here today of the North- 
ern California Industrial Advertis- 
ing Association. 

He told the NIAA chapter mem- 
bers that their greatest opportun- 
ity may come in the development 
of programs of research not only 
into market activity but into mar- 
keting methods. 

“Our field has never had the 
benefit of research activities com- 
parable with those which have 
become routine in the general con- 
sumer marketing field,’ he said. 
“On the other hand, fact-finding is 
simpler and less expensive when 
applied to industrial markets, for 
the obvious reason that the num- 
ber of units is smaller and gener- 
ally speaking the markets are 
more compact.” 


Most research in the field, he 
pointed out, has been in market 
surveys, but this has largely been 
undertaken by the government 
and has been general in nature. 
Admitting the importance of this 
type of research, he added that 
even the government’s highly im- 
portant Census of Manufactures 
has been suspended, and urged 
that all NIAA chapters go on rec- 
ord in support of taking that cen- 
sus this year. 


Present System Faulty 


Research by the government and 
industrial publications needs to be 
supplemented, he continued, by 
individual studies to define spe- 
citically the market for various 
products and to determine trends 
in. buyer attitudes toward those 
products and their competition. 

As to methods of distribution 
and marketing, he observed that 


a continuing series of ob- 
servations from the office : 
of the Business Manager... 
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What canned foods do service men overseas like best? Boned chicken, = . & con 
for one thing, says College Inn Food Products Company, who believe _ SE laSbien, 
most of their last Fall’s production eventually found its way into 4)! OCENGD 
soldiers’ gift boxes. An officer recently wrote them from England, roe, 

asking if he and the twelve other men in his barrack could pool ~ 
their needs and order direct by mail. Particularly gratifying was 


Retailers were already making Easter plans while the rest of us were 
doing our frantic, last-minute Christmas shopping. On January 9, 
when the final Easter orders were placed, The New York Times 
printed eight columns under “Arrival of Buyers’, an all-time record 
of 1789 registrations. This service to the wholesale markets, which 
do about 13 billions annually, has been maintained every business day 
since 1896 when it was originated by The Times. 


So many requests have come to The Times for information and suggestions on how to 
promote community interests that we have prepared a new 48-page illustrated booklet, 
“Community Advertising for Progress and Prosperity”. It is sure to make interesting 
; and profitable reading for forward-looking members of every town, city, county, state 
and region. We'll gladly send you a complimentary copy. Write: Promotion Dept., 
The New Y ork Times, 233 West 43rd St., New York 18, N.Y. 


/ 
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his comment that the idea was inspired by a College Inn advertisement he had seen 
in The New York Times Magazine. 


( 
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Especially these days, gardening is a very real part of life for anyone 
with a few square yards of soil. As a public service to women in the 
New York marketing area, we held in Times Hall, in February, a 
series of four meetings on “Gardening for Pleasure and Profit’’, 
devoted to Flowers, Lawns, Vegetables, Fruit. Next garden event 
on The Times Hall calendar is the Third Annual Garden Week— 
4 te March 21, 22, 23. 


In the weekday Times, not long ago was a 3-line ‘Lost and Found” advertisement 
describing a woman's ring, lost while the New Jersey owner was visiting New York. 
The following day another visitor wired us that she had found the ring in New York 
and had seen the advertisement in The Times after returning to Lynchburg, Virginia. 
The owner wrote us: “You see, the ring was a wedding present from my husband, and 
losing it a week from the day we were married was just too much. I wish I could 
personally tell you how much we appreciate The Times kindness.” 


The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Advertising Age, March (9. 1945 


Industrial Marketing has found 
that most executives are at resent 


dissatisfied with their ario, 
systems—those selling dir ct fe) 
they have too few salesme: tho, 
using distributors frequeni|y fe 


that discounts are excessi\e, an 
those served by manufacture. 
salesmen regard such ageni: eithe, 
as of low caliber or too . 
number. 

“In view of this somewhat cop. 
fused picture of industrial dj. 
tribution,” he said, “it might pay 
manufacturers to SPeNnc song, 
money to make cOMPparatiy, 
studies of marketing methods” 
Such studies would lead to cxanj. 
nation of “the highly involve 
system of trade discounts gener. 
ally used, most of which are hoa, 
with years, and yet in many cas 
are seemingly arbitrary and po 
based on an agreed performang 
of specific distribution functions 

The research also would lead, he 
said, to study of sales training anj 
of quality of advertising, declar. 
ing that the record of industria 
advertising during the war “‘is bet. 
ter, I believe, than advertising jy 
general, but there is still room fo 
improvement.” 


Continuing Study Needed 


Most needed, he asserted, i 
more field contact by advertiser; 
with their markets and “some sor 
of continuing readership studies,” 
Granting that, since most indus. 
trial advertising is not inquin 
copy, it is extremely difficult t 
evaluate individual ads or the 
pulling power of a series of ad 
compared to that of a competitor’ 
ads, he said: “It should be pos. 
sible at no prohibitive cost to have 
a running report on readership.” 

It seems quite probate, he 
added, that advertisers, 


join publishers and agencies “ir 
establishemnt of a 


dustrial publications.” 


tnrough 
NIAA and other groups, might 


cooperative 
program of research in the read- 
ership of advertisements in in- 


WARTIME 


for PEACETIME 


Coverace of sta- 
ble markets for pres- 
ent and post war 
sales is a wise sales 
promotion inve st- 
ment. 

The rich markets of 
Richmond and Vir- 
ginia, covered by 
Station WRNL are 
stable markets. 

The facts below 
prove results. 


© 70.8°/, OF THE NATION’ 


ADVERTISERS ON THIS S' - 
TION ARE RENEWALS. 


@ 88°, OF THE LOCAL 4 
VERTISERS ON THIS STATIC ° 
ARE RENEWALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use ‘pays off" 
in results. 


RICHMOND ®@ VA. 


5000 warrs 


NIGHT *° DAY 910 KC 


++ EDWARD PETRY & CO.. INC. NATIONAL REPRESE™ P 
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Wherever men of importance gather 


ad it each week and so 
rest of the family as 
K Mighty highly of it. 
nkly we receive many maga— 
t I think this is the 
enters our house." 


dt, Vice President & 
ct of Sales 
LORD CONTAINER CORPORATION 


you will always find large numbers of 
United States News subscribers’... The 
type of men who guide the destinies of 
the country’s corporations, both large 
and small, get much of the information 
on which their policies are based from 
the pages of The United States News. 


These men of consequence are the 
heads of families whose household pur- 
chases run into hundreds of millions 
of dollars. Leaders in business and the 
professions, leaders in their communities, 
they are men of character and sub- 
stance. They have money to spend— 
and the judgment necessary to spend 
with wisdom and discrimination... 


*4t the Second War Congress of Ameri- 
can Industry held in New York, 52 of 
the banqueters were subscribers to The 
United States News. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


ar Read by L000 000 men & women on Quality Street. wa” 
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Growing Role of Research 


One of the most interesting por- 
tions of the 1944 annual report 
of General Foods Corporation is 
devoted to its current program for 
the expansion of research. It is 
interesting not because emphasis 
on this subject is unusual, since 
most large companies are devoting 
more time and effort to the sub- 
ject than ever before, but because 
of the detail in which this divi- 
sion of the business is presented. 

Six main divisions of the work 
are described, including funda- 
mental research to increase gen- 
eral knowledge of the company’s 
raw materials and finished pro- 
ducts; improvement in _ present 
products; development of new 
products; development of improved 
packaging and manufacturing pro- 
cesses; development of new raw 
material ingredients; and utiliza- 
tion of waste materials and by- 
products. The report brought out 
the fact that General Foods is 
now spending more for research 
than ever before in the history 
of the corporation. 

Some of the fundamental re- 
search now being conducted by 
and for commercial enterprise has 
a marketing significance. Studies 
of packaging fall into this cate- 
gory. Most of it, however, is on 


the production side, without a 


great deal of direct value to sales, 
distribution and advertising activ- 
ities. There is as great a field 
for researching marketing as 
products, and while General Foods 
is a leader in that branch of re- 
search, as well as in scientific re- 
search into products and manufac- 
turing processes, it is still true 
that most companies spend a great 
deal more on research looking to- 
ward product improvement than 
in the field of marketing. 

We believe the time is coming 
when research into marketing, 
which lays emphasis on consumer 
preferences, distribution facilities 
and sales and advertising tech- 
niques, will stand alongside scien- 
tific and engineering research 
aimed directly at improvement of 
products. General Foods has been 
a leader in both branches of re- 
search, and certainly has done as 
much as any other large company 
to justify important and increas- 
ing expenditures in the field of 
marketing research. For business 
in general, however, the tendency 
has been to study manufactur- 
ing methods, materials and ma- 
chinery to a far greater degree 
than the processes of marketing. 

Both are important, and we be- 
lieve both will be given equal em- 
phasis in the future. 


Increasing Paper Salvage 


The further tightening of sup-| formation, and since every pub-| 
which | lisher in the country is interested 


plies of pulp and paper, 


will be reflected in increased dif-| directly in increasing salvage col- 
ficulties of publishers in meeting | lections, space should be provided 
the requirements of their readers|in every issue both for stimulating 
and advertisers during the second |interest in salvage on the part of 
quarter, calls attention in renewed | the public, and in furnishing in- 


and dramatic style to the impor- | formation 


tance of continuing and increasing 
salvage of used paper. 


regarding collection 
schedules and facilities. 


The great work of school chil- 


This work has been better or-|dren and Boy Scout organizations 
ganized and promoted during the|in the work of salvaging paper | 


past year than previously, 


salvage collections have been in- 


and | deserves 


further recognition. 
Awards should be made to those 


creased substantially. However, the accomplishing outstanding results | 


total is still far short of the pos-| along this line. 
it is therefore evi- | 


sibilities, and 
dent that increased efforts in all 
communities will pay dividends in 
added collections of paper. 


Emphasis has been laid on the | 


need for fa- 
communities have 

better than others in 
regular collection of all 
waste paper, but there are many 
where householders have no con- 
venient or regular method of dis- | 
posing of their accumulations. This 


is largely a matter of public in- 


adequate collection 


cilities. Some 
succeeded 
insuring 


Rotary clubs and 
similar organizations have likewise 
played an important part in the 
organization of local facilities for 


handling salvage, and they can be | 


counted on to expand their efforts 
if the sharply increased need is 
fully recognized. 
With the backing 
organizations set up 


of the 
within 


field | 
the | 


advertising and publishing indus- | 


try, these local groups can and 
will add to their already fine re- 
cord of paper salvage, we are con- 


fident. 


| stenos 


scott 


A New Era Dawns 


The War of 1812 ended every- 
where while the fighting was still 
going on in New Orleans. Now it 
would appear that the situation 
has been reversed. World War II 
is going on everywhere, but it has 
ended in New Orleans. As evi- 


dence of this state of affairs, we 


NNEPICK LU p/ 


52 
4 Six Renstitel Cops and Six Matching 
yours for only three specist 
vouchers from Luzianne Coffes, 
or Luzionne Tea...and 396 


ie 


cite the ad reproduced here, be- 
cause (1) It reveals that premiums 
are being used to induce the pub- 
lic to buy something; and (2) It 
says that coffee is being packed 
in metal cans, which, when emp- 
tied, ‘“‘are useful in many ways.” 
To one whose family has been 
drinking its coffee in relays be- 
cause of inability to find dinner- 
ware, and whose wife displays a 
constant parade of bandaged fin- 
gers as a by-product of can sal- 
vage, this ad indubitably heralds 
the dawning of a new era. 


Aid for Stenos 

There’s valuable idea - material 
in a “Steno Aids’ booklet of 38 
pages which has just been pub- 
lished by R. G. LeTourneau, Inc., 
Peoria, Ill., and copies of which 
are probably available from the 
company’s public relations depart- 
ment. The book fills the conven- 
tional purpose of being a guide 
to the company’s stenographers 
and a help in achieving unity in 
correspondence, but it is not con- 
ventional in its treatment. 

One feature is the inclusion of 
pictures of LeTourneau’s heavy 
earthmoving products with de- 
scriptions and names, so that the 
will know what they’re 
writing about. Also included are 
correctly spelled names, addresses 
and titles of the company’s plants 
and executives, sample letters, 
words and phrases peculiar to the 
industry, samples of all company | 
letterheads and forms, and a “re- 
minder” course on punctuation, | 
salutations, etc. 


Cumulative Effect 

Case - Shepperd - Mann, 
York, publisher of a number of 
business papers, has sent out a 
folder which intrigues us, even| 
though its story is not a new one. 
It shows exactly how much you} 
would have at the end of a month 


New 


|if you put a penny in your piggy 
| bank on the first day of the month 


and doubled the amount of your 


oe 


contribution day by day, and let 
us hasten to tell you that the sum 
in the piggy bank would be ex- 
actly $21,474,836.47 at the end of 
the month. 

This simple experiment, says the 
publisher, ‘dramatizes the cumu- 
lative effect of advertising, show- 
ing how this intangible force, 
given time and the right media, 
can build up for you a well nigh 
incalculable influence.” 

Our own feeling is that the 
penny build-up is a wee bit strong 
as an analogy for the cumulative 
effect of advertising, but no doubt 
you get the point. 


Study Their Wines 


After two years of operation, the 
Wine Institute reports that enroll- 
ments in the Wine Study Course 
which it conducts for the Wine 
Advisory Board have reached a 
total of more than 21,000. 

Interest in the free correspond- 
ence course, which consists of four 
non-technical wine handbooks, has 
increased steadily since it was first 
offered in 1943. Originally issued 
as a means of training new war- 
time personnel in the wine trade, 
the course has now been made a 
regular part of the California 
Wine Growers’ nationwide educa- 
tional program. 

Of the present enrollments 
which continue at the average rate 
of 725 per month, 47.9% are per- 
sonnel of retail package, grocery 
and drug stores; 11.9% are in the 
hotel, club and restaurant classi- 
fication; 30.5% are wholesaler and 
winery personnel, and the remain- 
ing 9.7% wine advertising agen- 
cies, writers and other interested 
individuals. Those who have 
completed the course and have 
been awarded their certificates of 
merit now number more than 
4,000. 


Jottings 

The ubiquitous jeep is in again. 
This time it’s being offered as a 
gift by Willys-Overland to the 
first war correspondents who file 
stories datelined Berlin and Tokyo. 
What happens if the Russians get 
to Berlin first? Does the jeep go 
to a Pravda correspondent? ... 

The Andrew Jergens Company, 
Cincinnati, is currently running 
trade paper ads, for Woodbury’s 
soap, which proclaim: “Love! 
Love! Love! . . . YOU can cash in 
on all this if you’ll do what Mr. 
Keller did. .... ” The ad then ex- 
plains the increase in Mr. Keller’s 
sales of Woodbury’s soap which 
resulted from a tie-in of the “Mr. 
& Mrs. North” broadcast and a 
prominent display* of the prod- 
We « . 

We hope you’re properly jealous. 
As we approached our desk last 
Monday morning, completely de- 
void of cigarets, the first thing we 
spied was another of those super- 
welcome messages from Frank Jur- 
man, manager of WDNC, Durham, 
N. C. “Here are five more pack- 
ages of the hard-to-get cigarets,” 
it said, “the brands that regularly 
use Station WDNC.”.. 


a 
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The following documen'; m,, 
be secured without charg. fro, 
companies sponsoring them. , 
through ADVERTISING AGE, 
national advertiser or ad) 
agency executive writing 
business letterhead. 


No. 2484. Toledo Market )\/ap, 


The Toledo Blade has Ssued 
this market map of metropolitay 
Toledo, which shows the popula. 
tion divided into four economi 
groups, based on rental values jp 
the 55 census tracts within the 
city limits as established by the 
government. Detailed descriptioy 
of the retail shopping area 
throughout the city are include 
with their locations designated y 
the map for quick reference. 


No. 2485. The Pittsburgh Market 
Population density is the them 
of this folder, issued by the Pitts. 
burgh Post - Gazette, which ip. 
cludes a map showing the city a 
the center of its 50-mile area, with 
colors indicating population dep. 
sity, and a tabulation of market 
data covering population, sale 
number of stores, radio homes, et 
Another map and tabulation shi 
a comparative picture of the Mil- 


waukee, Chicago, Detroit, & 
Louis, Cincinnati and Cleveland 
markets. 


No. 2486. The Rock Island-Molin 
Grocery Story. 

The Rock Island Argus and Mo- 
line Dispatch have _ issued this 
folder, which, in a table of 16 
metropolitan districts in Illinois 
Iowa, Missouri and Nebraska 
shows the Tri-Cities (Rock Islanc 
and Moline, Ill., and Davenport 
Ia.) sixth in food sales, 52.7% of 
which are credited to the Rock 
Island-Moline zone. Figures are 
given for principal shopping days 
for grocery products, and an ad- 
vertising volume record for local 
grocers is included. 


No. 2469. Vitamin Questionnaire. 

Hospital Management, in this 
booklet, reports on the answers t 
a questionnaire which was sent t0 
520 hospitals of 200 beds or over 
and was distributed geographically 
to represent all sections of the 
country. The report shows that 
81.7% of the physicians practicing 
in these hospitals prescribe vite 
min products, and it lists type 
most frequently used, and answel 
questions on pharmacy stock: 
sources of supply, method of at 
ministration, etc. 


No. 2451. Market Maps of Akrot 

The Akron Beacon Journal ha 
issued this folder, which contall 
a complete map of the Akro! 
showing number of families 
districts, the main city bu 
district and neighborhood | 
districts; a map of the 
area; rental map, and a 
Summit County manufa 
and products made in the 
area. 


Noo. 2413. Home Applia' 
vey. 
The Pittsburgh Press, in a 


ation with Duquesne Lig! 
pany, reports, in this broc! 
answers, opinions and pre 
of Pittsburgh housewiv‘ 
home appliances. The 
covers radio sets — 0o\ 
brands, condition, preferr: 
and so on, and similar ta! 
of answers for major al 
electrical appliances, 


No. 2420. The 
Market. 
Up-to-date figures on ' 
its market and its news} 
included in this new mark‘ 
on Memphis, released 
Commercial Appeal and / 

Press-Scimitar. 


South’s 
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yA pPhillies Answer 
‘Smoke Questions’ 

pin New Campaign 

“a philadelphia, March 15.—To 


newer “questions every cigar 
-moker is asking,” Bayuk Cigars, 

is launched in 135 large 

x Bayuk Phillies its first 

nt newspaper drive in sev- 
ears. The campaign is han- 
“py Neal D. Ivey, Inc., here. 
r. Ivey recently left Ivey & El- 
ington, New York and Phila- 
delphie, taking with him all the 
1kE accounts in this area and add- 
ing several others. 

To the question, “Why can’t I 
set more of my favorite brand of 
cigar?” Bayuk cites increasing de- 
mands from the armed services. 
To a question on “those new 


‘ap, 
ssueq 
Olitan 
Opula- 
OnOmic 
lues In 


n thellMcigars .. . selling for 18 cents, 23 
y thelmmcents, and even as high as three 
iptiondalmfor $1,” Bayuk points out that since 


the war it has resurrected no dis- 
carded brand nor made any new 
size of any brand, and that it will 


areas 
Cluder 


‘ted orf ontinue to produce Phillies only 

m 1 two for 15-cent and 10-cent 
os EESizes. : 

Marke To the question, “Hasn’t the 

themefM™quality and value of cigars been 

> Pitts.Mreduced?” Bayuk answers: “Every 


ch indgsmoker can be sure that Phillies’ 
cuarantee means today exactly 


“ee what it has meant since 1933.” 
5 dent Bayuk will continue the Cecil 
“prown commentator program on 
marketf™ine Mutual network as part of a 
sales MMs},000,000-a-year campaign for 
1e€s, etc. MMPhillies. 
n sh¢ Other accounts handled by Neal 


1e Mil-MMD. Ivey, Inc., are Caloric Gas 
it. sfmptove Company, City Planning 
ph ‘ommission of Philadelphia, Con- 


ervator Products Corporation, 
‘orn Exchange Bank, and Frozen 

Molino 0ods Products Corporation, all of 
Philadelphia; Philadelphia Trans- 
portauon Company, and the Penn- 

nd Mo-MRylvania, Potomac and New 

d thisfOrleans divisions of General Bak- 

of lhm_ng Company. 

Illinois Officers of the new agency have 

braskafaeot been announced. 

Islar C 

enport - 

7c, oiflwo Name -Brisacher 

> Rockf/™ Brisacher, Van Norden & Staff, 

res areqgpan Francisco, has been appointed 

1g days pdvertising counsel for Robert S. 

an ad Atkin’s, men’s furnishings, and 

in tall Hirsch & Kaye, optical supplies, 
oth of San Francisco. Bay area 
lewspapers are scheduled. 

naire, 

1 this 

wers to 

~IFIVE DOES IT! 

wr over + 

yhically 


of th H H 
oes Sir, five papers will 
scticnsigive you 87°/, coverage 
e vita 

of the newspaper reader- 
ship of 


MICHIGAN'S 
UPPER PENINSULA 


“A STATE WITHIN A STATE" 


of ad- 


Akron 
nal has 
itains 
n area 
: WE 


Escanaba Press 
Houshton Mining Gazette 
“on Mountain News 
perf! Marquette Mining Journal 
cel Soult Ste. Marie News 


90,000 net paid circu- 
daily at 28c per line. 


Represented by 


EERER & CO. 


, New York 17, 
ee Lexington Ave. 


of the American Association 
Yewspaper Representatives 


Krank Names Seeds jae Eso ae yr wg Pracbag” oh Pi Joins Carey Company 
Consolidated Royal Chemical|cording to the 1945 edition of, Eric W. Hammerstrom has re- 

Corporation, Chicago, maker of|N. w. Ayer & Son’s “Directory of signed from the building materials 

Krank’s Shave Kreem, has ap-|Newspapers and Periodicals,” re-| division of WPB to join Philip 


pointed Russel M. Seeds Company, | cently issued. Carey Mfg. Company, Cincinnati, 
Chicago, as advertising counsel. ete, as assistant to the vice-president 
Car cards in Chicago, subway ‘ in charge of sales. 

cards in New York, and radio in Riker to WOXR a a 

all markets, will be used. Charles Riker, recently honor-| Gurvich to Nat'l Export 


-- eo | nett eared the Army) philip Gurvich, who has been 

. and previously publisher's repre- | assistant to the advertising man- 

Ayer Directory Issued |sentative for Volitant Publishing aner of W. A. Taylor & Gs. New 

A new all-time high circulation |Company, New York, has joined| York, has joined the production 

figure of 47,004,018 is listed as the | the sales division of WQXR, New| department of National Export 
daily average by morning, evening | York. | Advertising Service, New York. 
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Drynan Rejoins Canners 


Wing Commander Norman L. 
Drynan has rejoined Canadian 
Canners Ltd., Hamilton, Ont., as 
supervisor of sales and advertising 
of the parent company and sub- 
sidiaries. 


Blue Names Lalley 

Thomas L. Lalley, formerly ac- 
count executive with Doremus & 
Co., Weiss & Geller, and several 
other New York agencies, has been 
named promotion manager of the 
Blue Network. 


Youtes looking at 12 makes of cars—Buick, Ford, 
Chevrolet, Pontiac, Oldsmobile, Chrysler, Plymouth, 
De Soto, Nash, Lincoln, Hudson, Packard. And into 
every one has gone Business Week—via management- 
man thinking, management-man reading—via BW’s 
executive coverage of these 12 companies: 321 


subscribers, four times that many readers. 


It takes some of the finest management brains in the 
whole world of business to grow America’s cars. 
Among them are scores of the most constant 

of Business Week’s constant readers . . . who, though 
devoting their skills to war tasks today, will be 


planning the next bumper crop of cars tomorrow. 


Into every product that’s around and about goes 


quite a bit of Business Week. 


You have many things to say to management-men and one best 


place to say them 
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Study Possibility of 
Foreign Policy Ads 


Washington, March 15.—Many 
of the best information men in 
government are asking, as they 
puzzle over the great decisions 
soon to be made on foreign policy, 
what role advertising can play in 
interpreting for mass understand- 
ing the compelling reasons for 
postwar U. S. participation in 
world affairs. 

With both Houses of Congress 
and both political parties agreed 
that this country should take its 
place in world events, they argue 
that the subject has been removed 
from the arena of controversy, but 
they say there is still too little 
appreciation among the people of 
the decisions which national lead- 
ers have found inevitable. 


By STANLEY E. COHEN, Washington Editor 


Reports have been circulating 
that the War Advertising Council 
is wrestling with this assignment, 
but from its practical experience 
the council knows that no adver- 
tising support will be forthcoming 
for an information campaign un- 
less the individual advertiser and 
his agency are convinced that it 
is good judgment. 

In general, war advertising has 
reacted very much to the advan- 
tage of sponsors. A feeling per- 
sists here that the facts about in- 
ternational cooperation could be 
handled by advertisers in a way 
that would bring credit on them- 
selves, and render an important 
service by explaining a significant 
public policy. 

% * * 

Price Fixing: Justice’s anti- 

trust chief Wendell Berge has l#- 


tle respect for the Miller-Tydings 
fair trade practice act, permitting 
manufacturers to control resale 
prices of their products. “Few 
manufacturers have been inter- 
ested in voluntarily fair-trading 
their products,’ Mr. Berge says. 
“Fair trade contracts generally 
have been developed by agree- 
ments among wholesalers or re- 
tailer to boycott products of a par- 
ticular manufacturer unless such 
manufacturers will make contracts 
which protect profit margins sat- 
isfactory to the _ distributor.” 
Promising vigorous enforcement 
of the anti-trust laws when fair 
price arrangements get out of 
line, he says agreements can cover 
only brand-name commodities in 
free and open competition with 
commodities of the same general 
class; contain no restraints other 
than minimum resale prices; in- 
volve only parties not in compe- 
tition with each other. 
* * * 


Protocol: Probably National 
Association of Broadcasters 
doesn’t know it, but Republican 
Congressmen at the Fourth Dis- 
trict banquet here Monday night 
felt slighted because Democratic 
Chairman Clarence Lea of the 


House interstate cuimmerce com- 
mittee was seated at the speaker’s 
table, while ranking Republican 
Committeeman, Charles Wolver- 
ton, was assigned to table 8. “If 
I were a broadcaster and hoped to 
get anything out of the Interstate 
Commerce Committee, I’d take 
better care of the man who will 
be chairman after the 1946 elec- 
tion,” one GOP guest commented. 
co * * 


Premier: At the first Depart- 
ment of Commerce press confer- 
ence since January, 1942, Henry 
Wallace, smiling broadly and con- 
fidently, displayed amazing agil- 
ity in sidestepping virtually every 
question propounded by a band of 
85 reporters. Perhaps he was 
stunned by the size of the attend- 
ance, for old standbys from the 
Capitol, White House and war 
agencies correspondents corps 
were evident among the more re- 
tiring Commerce beat boys. Or 
perhaps he was under the impres- 
sion that the questions were being 
asked by unfriendly Senators after 
his scalp. It was hard to tell 
whether Wallace was at ease or 
not. At one point he said patent 
system reforms “have a number 
three priority,’’ then sweetened his 


An Open Letter to the Editorial Staffs of 
Practical Builder and Building Supply News 


READERS MAKE GREAT PUBLICATIONS 


I believe our publications have arisen to their present prominence be- 
cause of the demands of our readers. Expecting the utmost in editorial 


leadership is like the flip of the whip that sends the thoroughbred first 
under the wire. 


Being in the closest possible touch with our readers’ aims, problems 
and ambitions assures us the firmest foundation on which to reflect sa- 
gaciously helpfulness to the maximum. Readers recognize the intelli- 
gence, diligence and courage of a publication’s staff and rally around its 


leadership, both giving and taking counsel and advice. 


As great publications are made by their readers, so an industry profits 
thereby. Readers are attracted to a publication because of what real 
value it accomplishes. If it has a strong, fearless policy, it attracts that 
typeof reader. It’s no different from any other line of business. In the 
publishing business the reader must come first. He is the only one that 


can create or break a great publication. 


Publisher 


PRACTICAL 
BLILDING 


SUPPLY 
CHICAGO 


BUILDER 
NEWS 
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1945 
refusal to divulge items one ang 
two with the come-on: “|; | 4, 
you won’t come back again” ya; 
at the end of the session he prao. 
tically embraced the report» wy», 
broke up the conference. 

* * * 

Issue: The Boren com nittee 
which has jurisdiction over ‘rea. 
to brand names as well as news. 
print, is keeping an eye on the 
WPB-OPA clothing programs. The 


committee wonders whethe limits 
on higher priced clothing wi)! de. 
stroy brand-name woolen apg 


rayon lines. 
* * * 


Retreat: When an OPA stag 
member evicted three Congress. 
men from an industry advisor 
committee meeting, Cheste 
Bowles sought to straighten it oy 
in a three-page letter to all mem. 
bers of both Houses, explainin; 
that industry advisory committe 
meetings are kept closed to kee 
down their size and increase eff. 
ciency. “If it is your feeling an 
the feeling of a sizable group oj 
Congress that we have bee 
wrong, we will promptly change 
the policy which we have bee 
following for the last two years, 
the OPA chief promised. 


* * & 


Deal: Swedes, in a strong bar. 
gaining spot, are reported “up. 
easy” about ceiling prices her 
for pulp. Insurance and shipping; 
costs are advanced as an argu- 
ment for better price offers nov 
They know the pulp will sell else- 


where. 
co * th 


Trimming: There will be 231. 
less carbon steel for civilians dur- 
ing the second quarter. That 
means budding production of elec- 
tric irons, bicycles, electric range 
bedding and ice refrigerators wi 


wither. 
ok a a 


Progress: NAB reports 31 ne\ 
members in three months, bring 
its total to 654. Revival: WPB’s 
salvage and conservation division 
liquidated during last fall’s pre- 
mature demobilization, has bee! 
restored under W. Thomas Hoyt 


YOUR Magazine 


Check the points you 
would cover if yol 
were designing a won 
an’s magazine of you 
own. Then glance ové 
Chatelaine — any issu: 
You’ll find that it abou 
parallels your own idea 
It appeals essentially ' 
the young modern, m: 
ried woman. It de: 
with her home, her fa! 
ily, her appearance. 
provides romantic, 
tertaining ficti 
thoughtful articles 
people and affai 


Circulation over a qua! 
of a million, reaching 
in four English-speak 
urban homes in Canada 


Chatelaine 


the Canadian ROMA S May: 


481 University Ave., Toronto 2, © 
New York, Chicago, Montreal, Lond: 
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LATIN AMERICA 


is Air-Minded 


In nearly every one of the twenty-one Latin American coun- 
tries—-covering an area of approximately 8,000,000 square 
miles—nature has placed almost insurmountable barriers to fast 
surface transportation. The following comparative schedule 


explains why Latin America 4as to be air-minded: 


SURFACE AIR 
FROM TO TRAVEL TRAVEL 
Lima, Peru .... . Santiago, Chile, .... 6 Days 10 Hours 
Buenos Aires .... Riode Janeiro ..... 6 Days 7 Hours 
Rio de Janeiro ... Asuncion, Paraguay, . . 10 Days 6 Hours 


To keep pace with the present rapid development of her un- 
believably rich natural resources, Latin America must travel and 
ship by air. 74 actively operating airlines—with more to 
come —testify her acceptance of air transportation as the prac- 
tical, economical and speedy solution of her travel and shipping 


problems. 


American manufacturers of planes, parts and accessories have a 


ready-made multi-million market in Latin America. Revista 


Aerea can help them develop it. 


REVISTA 


AEREAS» 


LATINOAMERICANA 


515 Madison Ave., New York 22, N. Y. 
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WHAT CITY 


1S THE HOME OF 


“the WORLD'S LARGEST 


“LAW BOOK 
PUBLISHERS”? 


& 
Ist CLUE 


This city is located on the Missis- 
sippi River and is a terminal for 9 
. railroads. 


. 
2nd CLUE 


This city has the Nation's second 
largest Live Stock Market. 


3rd CLUE 


It has a population of 300,000 
(331,570 city zone) with retail 
sales of 230 millions of dollars, 
and is the Capital of a great Mid- 
western State. 


You guessed it—SAINT PAUL is the name — 
and it représents 


9th LARGEST MARKET 


HALF 


RIDDER-JOHNS, INC., NATIONAL REPRESENTATIVES 
NEW YORK CHICAGO ST. PAUL 
K West Publishing Co. 


— 


— 


Adam Hats’ Eerie 
Show Tops Local 
Ratings with 6.1 


New York, March 14.—Last No- 
vember—Election night, to be ex- 
act—Adam Hat Stores, which 
heretofore had specialized in sports 
broadcasting, started a mystery 
show, “The Strange Dr. Weird,” 
on WOR, New York. 

Heard only once a week—Tues- 
day nights—and limited to 15 min- 
utes at 7:15 p. m. when the New 
York listener usually turns to a 
news show to supplement his hur- 
ried scanning of the late afternoon 
papers, the eerie radio show has 
jumped its Hooper rating from 4.1 
to. 6.1. 

Pleased with this response, 
Adam Hats felt even better about 
its experiment upon comparing the 
show’s rating with that of pro- 
grams on other New York network 
outlets. Miles Laboratories’ news 
program for Alka-Seltzer on 
WEAF, NBC key station, had the 
same Hooper rating, 6.1. The 
Chesterfield musical program on 
WABC, CBS outlet, was 5.8, and 


ors 


Advertising Age, March 1), j94; 


Raymond Gram Swing’s news on 
WJZ, Blue station, rated 4.6. On 
WNEW, independent outlet, Mar-|on Standards Board 
tin Block’s “Make Believe Ball-| Charles E. Wilson, presid: .¢t 9; 
room,” with a large local follow-|General Electric Company ha: 
ing, rated only 2.9 for that quar-|been appointed by the Sex 
ter-hour period. ;of Commerce to head a new 
The mystery series is available | mittee which will cooperate 
via transcription for local Adam /|the department and the Am 
Hat dealers in cities outside New| Standards Association in n 
York, and other advertising by the | plans for an expanded po twa; 
hat company includes newspapers | program on national standa: 


Commerce Names Wii\sop 


lary 


and car cards. Buchanan & Co., Other members of the cormit. 

New York, is the agency. tee are Frederick M. Feiker, deay 

—__ ‘of engineering at George ash- 

‘Sun’ Wins Medill ‘ington University; Clarence fF rap. 
| cis, chairman of the board of G 


Typography Award ‘eral Foods; Ephraim Freed 
The Chicago Sun has received|R. H. Macy & Co.; Frank B. 
first place among papers of more |ett, president of the Nai 
‘than 75,000 circulation in the sixth | Academy of Sciences; William 
annual typography contest spon- | Warner, president of McCall ( 


sored by the Medill School of |Poration; Arthur D. Whiteside 

| Journalism, Northwestern Univer- | President of Dun & Bradstreet, 

sity, for the Inland Daily Press| Inc. and R. E. Zimmerman, \ice- 

Association. president of United States Stee] 
Other winners, by size, were: | Corporation. 


iless than 5,000 circulation, Daily 
News, Rhinelander, Wis.; 5,000 to| ,. 

10,000, News, Iron Mountain, Sibbert Elected 

Mich.; 10,000 to 25,000, Tribune Raymond W. Sibbert, assistant 
Chronicle, Warren, O., and 25,000 | general sales manager of Gooder- 
to 75,000, Press-Gazette, Green|ham & Worts Ltd., Detroit, has 
Bay, Wis. | been elected a director. 


Do you want to SELL 


home furnishings or 


g of oT 
pos‘ svonsemsy pres> 


eee, 


PITTSBURGH? 


a 


If you do, The Press can help you 


The Press can tell you 
furniture are preferred, 
drapes are used, what 


the most linoleum. The Press knows 


where, how many and 


central heating and water heating units 


will be bought. It also 


to many other market questions which 


may be puzzling you. 


To get this information for its adver- 
tisers, The Press employed an independent 
research organization. Its representatives 
visited 1600 Pittsburgh homes. In each 
home, 51 questions were asked about the 
family’s plans for the purchase of these 


types of equipment. 


The 


Represented by the National Advertising 
Scripps- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


Department, 


what styles of 
in what rooms 
stores will sell 


81,600 


QUESTIONS 
ASKED 


what kinds of 


has the answers 


The answers to the 81,600 questions whic! 
the surveyors asked are now ready for you 
Once the war is over, Pittsburghers, wh 
have been earning and saving millions « 
dollars, will buy huge quantities of peac: 
time goods. If you're interested in learni 
more about Pittsburgh—the sixth large 
market in the United States—get in touc 
with the nearest Scripps-Howard offic 


Pittsburgh Press=mmmmm= 


oward News- 


Vo. 
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What Can You Do With 
227,000 FAMILIES | 


ae 


WANTING HOMES? 


There's a great construction boom coming to postwar 
Los Angeles. The Associated General Contractors of 
America estimates new homes will be built at the rate 
of 50,000 — 250 million dollars worth — per year for 
at least four years! 


Add to that tidy sum another 500 millions per year 
for postponed commercial building and Public Works, 
and it’s easy to see how 300,000 workers in construction 
and its allied building and manufacturing trades will 
be kept mighty busy after peace comes. 


Yes, indeed, there are even greater payrolls ahead for 
the already prosperous Los Angeles area. Upswings 
are coming in the automotive industry; in radio, ap- 


*Los Angeles Research Jury survey 


“Everybody's Newspaper’ 
in Southern California 


NEWSPAPER O F 


AMERICA‘’S 


Oeas! 
— — a — ee | 


4 


pliance, and furniture manufacturing . . . and in the 
fast developing field of light metals and plastics. We'd 
like to give you some figures on the postwar planning 
which will create an even higher public income in this 
market. 

And yes, we'll show you how you can tap this richer 
market through the Los Angeles Times. We'll do it at 
the drop of a postcard to THE TIMES, or to our 
representative. 


L486 25:7 
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100 Million Radio 
Sets After War 
Seen by Sylvania 


New York, March 15.—Ameri- 
can families will buy 100,000,000 
radios within the first five or six 
years after total victory, with two- 
thirds of them ordering the first 
new sets on the market—prefer- 
ably radio-phonograph combina- 
tions—Frank Mansfield, director of 
sales research, Sylvania Electric 
—— Inc., predicted here to- 
ay. 

Mr. Mansfield summarized first 
findings in a continuing series of 
studies to provide Sylvania with 
a guide for postwar sales and em- 
ployment planning. Originally in- 
tended for company use only, he 
said, the survey uncovered “such a 
wealth of significant information” 
that the company decided to re- 
lease it generally. Conducted by 
an independent market research 
organization, the study presents 


Borden 
... ANOTHER OF THE 
NATION’S 


LEADERS 


USING THE | 
BLUE NETWORK | 


. “Frightened?” queried Elmer, the 
ull. 

“Frightened? No! Why should I 
be?” answered Elsie, the Borden 
Dairy Queen. 

“Oh,” said Elmer, “being in the 
big time on the BLUE with so many 
great stars. First, with Ed Wynn. 
Now with the new Borden's Show.” 

“Silly, of course not,” grinned 
Elsie."‘I may be a country cow, but 
I'm a Borden, and a Borden's got to 
be good. So, I just naturally feel 
right at home on the BLUE.” 


... AND, LIKE THE 
BLUE NATIONALLY, 


PACIFIC BLUE 
IS BETTER BALANCED 


Time buyers agree popularity alone 
is not enough. Look at all three— 
cost, popularity and time clearance 
in relation to each other, and we 
believe you will agree, too... the 
\ Pacific BLUE ss BETTER BALANCED. 
There are still availabilities if you 
will call us ip . 

New York « 


San Francisco 


Hollywood 


P ttsburgh * 


Chicago 
Detroit «¢ 


American Broadcasting Company, Inc. 


prewar radio buying habits and 
forecasts postwar buying trends. 

For example, more people say 
they will pay an additional $75 
for television than will spend $10 
extra for frequency modulation. 
On the other hand, if FM costs no 
more than an additional $5, most 
people will want it. 


Sees Two Radios per Home 


The 31,000,000 radio homes in 
the country now have an average 
of 1.54 sets per home, the inter- 
viewers found in personal calls. 
Mr. Mansfield predicted that when 
radios go into mass production 
again the average will rise to two 
per home. 

Little brand loyalty has been 
shown as to sets already owned, 
the researchers found. Sixty- 
three per cent of the families who 
own three or more sets admitted 
that all three are different brands. 


While the average set is replaced 
every seven years, half tne radios 
now in operation are from four to 
11 years old. Only 5% of their 
owners expressed dissatisfaction 
with them. 

The leading ten brands now in 
use, Sylvania found, are, in order: 
Phileco, RCA, Zenith, Emerson, 
Silvertone, G-E, Crosley, Majestic, 
Air Line and Stewart-Warner. 

Of the 36,000,000 families in the 
country, Mr. Mansfield said, more 
than 83% now have home radios, 
totaling about 50,000,000 sets. More 
than 90% of these families are 
looking forward to FM, but only 
a small group would pay as much 
as $30 extra for it, while half 
would pay an extra $10. 

With stations available and pro- 
gram quality acceptable, however, 
the public would buy 15,000,000 
television sets, at $75 more than 
the usual cost of a radio set. Only 


a little more than 3% would pay 
$300 for tele, and less than 30% 
would have it if it cost $125 to 
$200 additional. 

Home owners are about equally 
divided among those who have 
and those who do not have short 
wave facilities. “They won’t use 
it any more than they do now,” he 
pointed out, “but they’ll want it 
to be there.” 


Like Push Button Tuning 


Of the 31% of radio families 
who have push-button tuning, 
about 75% like it and the re- 
mainder report _ unsatisfactory 
service. More than 75% like the 
tone and reception of their pres- 
ent radios; 50% the models and 
styles, the tuning, distance recep- 
tion. volume, and lack of static. 
Urged to do so, “only 47% could 
think of anything at all wrong 
with their present radios.” 
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When production is 1; 


20,000,000 families will bu. sn” 
radios, it is predicted. Fo.iy_«, 
per cent want radio - phon: vranp 
models, most of them rine 
console types. _ 
Sylvania has not an nced 
plans for promoting the § lings 
Newell-Emmett Company the 
agency. 7 
Begin Can Promotio:, 
Can Manufacturers Institute 
New York, has begun an luca. 
tional campaign, reaching hj 
school and college students, on {hp 
value of the steel-and-tin cop. 
tainer in the home. A _ styq 
course, including instructors map. 
uals, wall charts, and student fojq. 
ers, is available to educators, hon, 
economics teachers and adyi 


study groups, upon reply to a re 
cent mailing by the institute 


“Get a copy of the last Jron Age, 
Jim... some outfit is offering a free 
booklet telling about a new angle on 
this process, and it might be just what 
we're looking for. I've a hunch it 
will help speed up this step plenty.” 
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kiandard of Ohio Gains 
earnings of Standard Oil 


- of Ohio, Cleveland, in 
sunted to $6,744,014 com- 


“vith $4,905,634 in 1943, the 
report to stockholders dis- 
The statement emphasized 


pany’s increasing activi- 
ude oil production. Aver- 


650 barrels daily in 1943, 


yn reached 15,300 barrels 


nd of December, 1944, and 


ent rate is 17,000 daily, 


hing one-quarter of the 


’s refinery requirements. 


an Nest Promoted 

Harold Van Nest, member of the 
ew York advertising staff of 
Beautiful and with that 
nagazine for the past seven years, 
as been named eastern advertis- 


OWI, WAC Ready 
Campaign to 
Swing on Jap 


Washington, March 14.—With 
public confidence rising in antici- 
pation of an early victory in Eu- 
rope, top production and informa- 
tion people here are dusting off 
their ‘““War-will-never-end” policy 
for early replacement by a 
“There’s-a-big-job-ahead - in-the- 
Pacific’ approach. 

Already, OWI radio announce- 
ments stressing the Pacific war are 
mounting in number and emphasis, 
as military leaders and production 
chiefs come to grips with the job 
of maintaining war production 
momentum for the job in the 
Pacific. 


is the important OWI-War Adver- 
tising Council information cam- 
paign on the nature of the Japa- 
nese enemy, scheduled to go into 
high gear on V-E Day, or before, 
if final military approval can be 
obtained. 


Mathes Handles Campaign 


In preparation since the abortive 
“V-E Days” of last fall, the cam- 
paign is designed to get out the 
facts about the difficulties ahead in 
the Pacific. War Advertising Coun- 
cil task force for the campaign is 
+. Mathes, Inc. 

hen final approval is obtained 
from the Army, Navy, Treasury 
and OWI, the “Nature of the 
Enemy” information effort is 
scheduled to be one of the leading 
advertising contributions toward 
the war. In operation, it will serve 
as a backdrop to food, price con- 


paigns after the fall of Germany. 

Officials make no secret of the 
fact that they are disturbed about 
a possible post V-E Day let-up in 
the war effort. Navy is reported 
ready with V-E Day statements by 
its top men emphasizing the war 
against Japan, and both Army and 
Navy have prepared special mo- 
tion picture releases for V-E Day. 


May Clear in April 


Officials fear that with victory 
in Europe, the public will under- 
estimate the job remaining in the 
Pacific, or remain sympathetic to 
a negotiated peace with the Japa- 
nese. Men who have been fighting 
the Japanese feel that would 
merely be an invitation for the 
Japs to renew hostilities at their 
convenience. 

Advertising facets of the ‘“Na- 
ture of the Enemy” campaign pre- 
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uled for an emergency rating on 
the War Advertising Council cal- 
endar for April if clearance can 
be obtained. They involve a port- 
folio with newspaper ads, posters 
and campaign policy statement. 

Among the situations treated by 
the campaign are: popular fallacies 
about the Japanese; casualties 
versus prisoners; 
sources. 


With top military leaders now 


conceding that victory may come 
in Europe this summer, some re- 
laxation on reconversion talk has 
been noticeable. While it is gen- 
erally believed that V-E Day cut- 
backs are to remain small, it is 
said that military requirements 
will fall quite rapidly 
months after V-E Day, permitting 
gradual relaxation of production 
restrictions, and abandonment of 
the controlled materials plan with- 
in three or four months. 


Japanese re-. 


in the 


ng manager. Nearing completion, moreover,|trol, war bond and other cam-| pared by Mathes have been sched- 


———— 


jon TOOLS » 


BILL ‘“‘N” looks like a mild-mannered, easy-going 
individual . . . but he’s a tough proposition wher- 
ever the subject of tools is concerned. He’s a tool 
engineer (there are 23,610 engineering executives 
in the Iron Age list of 100,800 readers) . . . and 
what he doesn’t know about tools you could put in 
a gnat’s eye. He’s a hog for information on tools 
... keeps up to the minute on every new develop- 
ment in materials, processes, designs. A tool engineer 
has to have facts, has to know what’s what in every 
phase of the metalworking industry. That’s why 
you find so many thousands of tool engineers num- 
bered among the 100,800 key metalworking men 
who make The Iron Age ‘“‘required reading’’ every 


LeBaron Promoted 2 
James W. LeBaron, for the past 
four years sales executive with 
Joseph Hershey McGillvra, Inc., 
New York, radio station repre- 
sentative, has been named general 
manager of the Chicago office. 


In 1798 it might have been 


but the 
other Thursday evening it was 


imitz 


_- week in the year. As Bill says, ‘I understand some 
“Tad oe : ys, : copy is 5.5 persons. If there had been a March of Time 
— advertisers think their ads may get ‘lost’ in The ee eee, on the air in the days of George III, 
Ir : 7 reasurers, mptrollers, nera anagers, Admiral Nelson could have told all 
on Age, there’s such a crowd of ’em. If they only Owners . st Pp ghar. WS | 300 Britain (the very day of the battle 


Who Reads The Iron Age? 


ascertained (1) by reader routing 
slips which contain reader names and titles furnished by 
company subscribers, and (2) by writing letters periodically 
asking who reads The Iron Age. Average readership per 


Here is a breakdown... 


of the Nile) how he was mopping up 
Napoleon’s fleet . . . 

. . « Just as Admiral Nimitz re- 
cently told millions of MOT listeners: 


knew the way those ads of theirs are read and clipped Engineering Executives Chief Engineers, Mechanical 
and Maintenance Engineers, Design and Research 


and kept for reference, they’d quit worrying. I'll Engineers, Metallurgical Engineers, Production 


=m tell you one thing and you can print it . . . I’d be Engineers, Tool Engineers, Master Mechanics, 


a smack P brick 1] for inf P ith Supervisors... . . . a 23,610 “Carrier aircraft of the Pacific fleet 
7 ack Up against a brick wall for information with- Production Executives Works Managers, General are now attacking the enemy off the 
7 out The Iron Age — editorial and advertising mat- M4 emcee ee Superintendents, Production coast of French Indo-China.” 
_ anagers, General Foremen and Foremen, Stand- Many other leaders are telling 
a ter both. ards, Methods, Inspection eee 28,750 America the story of the headline 
i 7 Purchasing Executives 10,850 news oo “oy to make—often tell- 
: et ab : ‘ ing it for the first time anywhere— 
% The case of Bill “‘N presented here in fiction form is founded Sales Executives 8,340 pe the ender tim ol tie March 
me °" ‘he established facts of Iron Age readership by 23,610 en- Key Men (Titl : 8.950 of Time. Are you listening? 
# gineering executives. No likeness to any actual living person is ey Men (Titles omitted but belong in above groups) 99 
Ge “ther intended or should be interpreted as such. Total Readers 100,800 


’ REPRESENTATIVES sc qhe March 


H. K. HOTTENSTEIN ROBERT F. BLAIR PEIRCE LEWIS R. RAYMOND KAY | tJ 
a 1134 Otis Building 1016 Guardian Building 7310 Woodward Ave 2420 Cheremoya Ave. | me 
al Chicago 3 Cleveland 14 Detroit 2 Los Angeles 28 Q 
4 Franklin 0203 Main 0988 Trinity 1-3120 Granite 0741 | 
q C. H. OBER B. L. HERMAN 5 a aidan | SPONSORED 
lapsed H. E. LEONARD Chilton Building PO. Box 8! | BY THE EDITORS OF 
428 Park Building 100 E. 42d Street 56th and Chestnut Sts ? Bee | 
ar 


Pittsburgh 22 


A, Philadelphia 39 
Atlantic 1832 


Sherwood 1424 


New York 17 


Murray Hill 5-8600 Hartford 3-1641 


TIME 


10:30 P. M. (E.W.T.) “~ 
| : — LY. EVERY THURSDAY NIGHT a 
00 East 42nd Street A Chilton © Publication New York 17, N.¥ NOW OVER % 
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GMA Women 


to Continue Drive 
for Better Labels 


New York, March 14.—The first 
major project of a newly-formed 
women’s committee of the Grocery 
Manufacturers of America will be 
to continue the campaign for good 
descriptive labeling which was in- 
augurated by the GMA in No- 
vember. Esther Latzke, director of 
consumer service for Armour & 
Co., Chicago, is chairman. 

“This new program,” explained 
Paul S. Willis, president, “is 
geared to establish a mutual un- 
derstanding between the manufac- 
turer and the consumer.” 

Members of the committee in- 
clude Mary I. Barber, Kellogg 
Company; Sarah M. Cole, Stand- 
ard Brands; Marye Dahnke, Kraft 
Cheese Company; Dorothy Gill, 
Libby, McNeill & Libby; Marjorie 
Childs Husted, General Mills; 
Florence A. Packman, Lever Bros. 
Company; Ellen Pennell, Pillsbury 
Mills; Rachel Reed, Borden Com- 
pany; Jean M. Robinson, White 
King Soap Company; Mary Lowell 


Schwin, Quaker Oats Company; 
Marie Sellers, General Foods; 
Elsie Stark, Best Foods, Inc.; Dr. 
Lillian Storms, Gerber Products 
Company; Isabel N. Young, 
American Can Company; and Bea 
Adams, vice-president of Gardner 
Advertising Company. 


’ 


Dennison Agency 
Opens Buffalo Office 


Craig E. Dennison Advertising 
Agency, Chicago, has opened a 
branch office at 721 Denesee build- 
ing, Buffalo, to handle a variety 


William Tanner John J. Foy 

of general and industrial accounts. 
William B. Tanner is general man- 
ager, and John J. Foy, previously 


eastern advertising manager of 
Flying and Industrial Aviation, is 
account executive at the new of- 
fice. Mr. Tanner has been han- 
dling western New York accounts 
for about 20 years. 


Hunt Buys Fontana 


Hunt Brothers Packing Com- 
pany, Hayward, Cal., has acquired 
Fontana Food Products Company, 
San Francisco, manufacturer of 
spaghetti, macaroni, egg noodles 
and other paste products, in an 
os gaa into the general food 
ine. 


Manning's Offers Book 


Manning’s, Inc., San Francisco, 
operator of 47 coffee cafes and 
coffee stores in 16 Pacific Coast 
cities, is featuring a “Good Neigh- 
bor Color Book,” designed for chil- 
dren of its patrons, in an adver- 
tising campaign using newspapers 
and radio in California and the 
Pacific Northwest. The booklet is 
offered for 25 cents with the pur- 
chase of a pound of any of Man- 
ning’s four blends of coffee. Knol- 
lin Advertising Agency, San Fran- 
cisco, handles the account. 


WHO'S BOSS? 


500 department store shoe buyers in all 48 states... 
2000 leading shoe retailers in all 48 states... 


WERE ASKED THE FOLLOWING 2 QUESTIONS: 


(1) What trade publications do you read regularly? 
(2) Which publication do you consider most valuable? 


The valuable results of this survey are contained in a new booklet just off 
the press. It is titled “Sinbad the Sultan’”’, 


A COPY WILL BE MAILED TO YOU UPON REQUEST 


Absolutely Unbiased. This surv 


taken by an entirely independent 


findings. 


=" 


— a 


Dy het 


NATIQOWAL ¥ 


ey was under- 
organization. 


They compiled their own lists, mailed the 
questionnaires, tabulated the results. The facts 
contained in this booklet are the results of their 


Pee ee 


~~ BOODand SHOE 


OIrce OF THE TRADE 


A Chilton @ Publication 
100 EAST 42a st yp NEW YORK 17, N. Y. 


Congress Rebels 
at Population, 
Labor Studies 


Washington, March 14. — With 
the Census of Manufactures and 
sample Census of Business still 
tied up in the House appropria- 
tions committee, Congress dis- 
played its antagonism toward sta- 
tistical programs today by rebel- 
ling at a proposal for a sample 
Census of Population for 1946, and 
expansion of the quarterly labor 
force studies. 

When the Commerce Depart- 
ment appropriation bill emerged 
from committee today, Census Bu- 
reau requests for funds had been 
cut by 60% and the new statistical 
programs specifically eliminated. 

Committee sentiment on the 
subject was expressed by Rep. 
Dean Gillespie of Colorado, who, 
when told that “private enter- 
prise” wants the reports, com- 
mented “they got along very well 
for 150 years when they did not 
have them.” 

The committee decided the pro- 
ject was “untimely,” and ex- 
pressed a belief that the manpower 
would not be available. 


Other Reports Deadlocked 


Meanwhile, the Census of Manu- 
factures and sample Census of 
Business, as well as the consumer 
studies proposed by the President 
last month, were reported dead- 
locked in the appropriations com- 
mittee, following the appearance 
of marketing men to oppose the 
project as set up by the Budget 
Bureau. 

While it was said the census 
studies might emerge “any day,” 
it was reported that so much op- 
position had developed, particu- 
larly over the sample Census of 
Business, that there is no enthusi- 
asm on the part of majority mem- 
bers to force the issue. 

Budget Bureau reports the re- 
ceipt of numerous messages and 
telegrams, particularly from mem- 
bers of the drug trade, suggesting 
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that the entire project be d up 
until sufficient manpower © .y jp, 
assured to do a thorough ; As. 


cording to many of the m ages 
the government should go hea, 
now on preparations for ful. Cep_ 
sus of Manufactures and B) sinex 
with the reports postpone: ynji 
the war situation permits. 

Department of Commer « 9. 
ficials report that the com nitte 
has delayed action on the ¢op. 
sumer income and expen ‘iture 
studies so long that a projecteg 
preliminary sample set for this 
spring must be postponed Ty, 
entire program appears to have 
bogged down with Congressiong| 
resistance. 

The sample Census of Populs. 
tion, the first in an annual serie 
was defended by Dr. Philip y 
Hauser, assistant director of the 
Census Bureau, as useful to pri. 
vate industry in allocating sale 
forces, advertising, quotas an 
many other aspects Of manage. 
ment “which increase the eff. 
ciency of production and distribv. 
tion.” 

To Rep. Gillespie, Dr. Hause; 
said: “Business is seeking infor. 
mation today, judging from the re. 
search departments in our coop. 
erative and other business enter. 
prises. Business men are talking 
about rifle-shot instead of shotgu 
markets, and talking that way be. 
cause they are interested in de. 
creasing costs and increasing the 
efficiency of distribution prac. 
tices.” 

Without the sample Census of 
Population, Dr. Hauser said, there 
would be no record of population 
shifts between now and 195 
The committee ruled that “these 
studies migh serve a more useful 
purpose after the population has 
reshifted at the close of the war 
The population study was to cost 
$4,500,000. 


Plugs 7th Loan Art 

The Omaha Advertising Club is 
offering $500 in bonds and stamps 
for original posters by high school 
artists in Nebraska in support of 
the 7th War Loan. First prize is 
a $100 bond. 


F ilms tell the whole story . . . whether it’s 
a sales presentation, instructions, educa- 
tional, or a good-will builder for your plant 


or product. 


‘‘Made-to-order’’ for your needs, they 
are an actual, real life dramatization—an 
intimate experience which your audience 


undergoes. 


Filmcraft 


is proficient in the 


making of special films that tell your 
story, easily and quickly. Let usknow 


your problem... 
' staff offers time-proven advice, with 
xR f no obligation on your part. 

\\ +43 


our experienced 


207 W. JACKSON BLVD, + CHICAGO 6, !.*: 
Division of SOUNDIES DISTRIBUTING CORP. OF AMERICA, 
Eastern Office: 2832 Decatur Ave., Bronx, N. ¥.—FOrdham 7 
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Spiegel fo Spend 
400,000 More 
on Retail Outlets 


Drops Separate 
Mail Order and 
Retail Reports 


Chicago, March 13. — Spiegel, 
Inc. Chicago mail order house, 
which last year acquired about 100 
retail stores at a cost of $5,000,000, 
is now negotiating for “Several” 
stores doing an aggregate volume 
of about $4,000,000, according to 
Modie J. Spiegel Jr., president and 
general manager, in the company’s 
annual report. 

The report shows Spiegel had a 
net profit last year of $669,463, 
compared with $2,376,714 loss in 
1943. 

Last year the company pur- 
chased the Sally chain of women’s 
fashion stores and the Beverly 
chain of similar stores—72 in all 
—and two boys’ and girls’ retail 
units. The report says more of 
the latter will be purchased this 
year. “Men’s store operations are 
at present confined to mail order,” 
although plans call for establish- 
ing men’s retail units “at the ear- 
liest opportunity.” Spiegel also 
bought the West Coast Federal 
chain of 20 home _ furnishing, 
cothing and jewelry stores in 
1944 (AA, March 5). 


Buys Furniture Stores 


The report shows that on Jan. 
31, 1945, the corporation bought 
the Straus & Schram chain of five 
furniture stores in the Chicago 
area and intends to develop a 
“postwar chain of complete home 
furnishings stores” as well as a 
postwar retail hardware-farm- 
auto store chain. Mail order desks 
have been set up in many Spiegel 
stores and the company has been 
experimenting with order desks 
in retail stores not controlled by 
Spiegel. 

With the expansion of the com- 
pany’s retail facilities, Spiegel has 
followed Sears and Montgomery 
Ward in the policy of discontinu- 
ing separate reports on mail order 
and retail store sales, effective 
this January. Mail order sales in 
1944 were reported 25% greater 
than in 43. 

“It is more difficult to operate 
a mail order business than retail 
stores under today’s conditions,” 
says Mr. Spiegel. “Merchandise 
must be selected, ordered and pic- 
tured far in advance of the pub- 
lication of a catalog which serves 
the buying public for six months. 
Unforeseen changes in regulations 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 


mples of work that we 
> regularly producing for 
‘eading advertising agen- 
*s through our COMPLETE 
VICE METHOD of opera- 
n. Ad-setting, Engraving 
d Printing...all under 


E roof. Phone or write to 


THE FAITHORN CORPORATION 


) N. Rush St., Chicago 11 
Phone WHitehall 2300 


and available supplies make it 
impossible to deliver many of the 
items offered in the catalog. Con- 
sequently, a large number of or- 
ders we receive which cannot be 
filled—but which, nevertheless, 
must be handled in order to no- 
tify customers promptly and make 
proper refunds. This, coupled 
with the difficulty of overcoming 
manpower shortages, makes the 
mail order operation more expen- 
sive than in normal times, when it 
is a most economical method of 
distribution. 

“In the postwar period, when 


merchandise becomes abundant 
and improved service will be de- 
manded, competition for the avail- 
able trade will, in all probability, 
reduce the ratio of retail store 
profits. On the other hand, the 
return of normal conditions should 
reduce mail order operating costs 
and increase the profit ratio. The 
management is working toward a 
balance between its retail and mail 
order divisions.” 


Forms Helicopter Dep't 
With its issue of April 1, Aero 
Digest, New York, will establish 
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a department of helicopter engi-; beginning April 1. The magazine 
neering as a regular feature of the | will reprint articles from issues of 
journal. The section will be edit-|the Westinghouse Engineer, with 
ed by Dr. Alexander Klemin, head | additional information for tech- 


of the Guggenheim School of|nical readers in Brazil and other 
Aeronautics, New York Univer- | Portuguese- speaking countries. 
sity. 


SIGNS OF LONG LIFE 
FOR QUANITITY BUYERS 


THE ARTKRAFT* SIGN CO. 
tina, Ohio, U.S.A. 


The Werld’s Largest Menufacturers of 
All Types of Signs 


oneGu S oT ore 


Plans New Edition 


Because of the success of El In- 
geniero Westinghouse, technical 
magazine for Latin America, West- 
inghouse Electrical International 
Company, Pittsburgh, will pub- 
lish a bi-monthly Portuguese edi- 
tion, O Engenheiro Westinghouse, 


The Southland loves good food ...and today’s New South 
has the money in its pockets to buy better food! Key men in the food 
industry, alert to merchandising trends, realize the South is the place 
where more money will be spent for food. The Supermarket Industry 
plans a postwar expenditure of over $66,840,000 in the South for new build- 
ings and equipment. 
food processing plants are located in the Southland. There’s a big market —a 
supermarket waiting for the advertiser who reaches that market now... 


the way to reach it is through Holland's — the magazine of today’s New South! 


$- Greater READERSHIP 


ADVERTISING RETURNS { 


7s 


cent more than in leading national magazines)— 
Holland’s covers one of the nation’s greatest buy- 
ing audiences. That's because it is the #v/y maga- 
zine that exactly fits the needs of the Southland 

. and because the South has the country’s great- 
est civilian population increases— permanent in- 


creases based on a wealth of natural resources 


olland’ 


Greater 


Holland's Magazine has greater readership (48 per 


and on industries that are fitted by nature 


to the South. For greater advertising returns 


on your advertising dollar — choose Holland's! 


.and, already, more than 20 per cent* of the nation’s 


-_— MARKETS ARE 


RIDING SOUTH/ 


Cover Today’s 
New South 
With Holland’s 


and 


Holland’s 


The Magazine of the New South 


52 VANDERBILT AVENUE, 
205 GLOBE DEMOCRAT BUILDING, ST 
REILLY, LTD., 


NEW YORK 
LOUIS... 
RUSS BUILDING, SAN FRANCISCO 


DALLAS, TEXAS 


75 EAST WACKER DRIVE, CHICAGO 
SIMPSON- 
BUILDING, LOS ANGELES 


West Coost Representative 
GARFIELD 


*U. S. Census of Manufactures 
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Rossheim Named Ad Mar. | Nat'l Distillers Shows 
Richard Rossheim, formerly ad- | Sales Up 62°, in 1944 


vertising manager of Continental 
Distilling Corporation, Phila- 
delphia, and previously assistant 
merchandising and sales coordi- 
nating manager of Schenley Dis- 
tillers Corporation, New York, has 
been appointed advertising man- 
ager of Berke Brothers Distilleries, 
Boston, distributor of St. Croix 
rum and Berke Brothers liquor 
brands. 


Net sales of National Distillers 
|Products Corporation, New York, 
|}amounted to $291,284,188 in 1944, 
|representing the highest in case 
| volume and dollar value in the 
company’s history, Seton Porter, 
president, revealed in his annual 
report to stockholders. The. fig- 
ure, which does not include ethyl 
alcohol and other products manu- 
factured at the Kansas City, Mo. 


Write for 


NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


Agee CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 


Negro circulation in the world. 


GEORGE T. HOPEWELL, 
CHICAGO OFFICE: 75 E. Wacker Drive 


information: 
Exclusive Representatives 


plant operated under lease from 
the government, represents an in- 
crease of about 62% over 1943. 
This is partly attributable, the re- 
port stated, to the increase on 
April 1, 1944, of the federal with- 
drawal taxes from $6 to $9 per 
gallon. Sales of alcohol to the 
— armenag amounted to $29,500,- 
000. 

The corporation earned a net 
profit during 1944 of $9,817,294, 
after all charges including taxes, 
A gos satay with $8,461,526 in 


Du Pont Awards Go to 
Kaltenborn, WJR, WTAG 


H. V. Kaltenborn, NBC com- 
mentator, has been named recipi- 
ent of the Alfred I. du Pont an- 


/nual award “in recognition of dis- 


tinguished and meritorious per- 
formance of public service... 
through the medium of radio.” 

Station winners “for outstand- 
ing ... service to the nation and 
to the community” are WJR, De- 
troit, and WTAG, Worcester, Mass. 
The awards are cash prizes of 
$1,000. 


Mennen Follows 
Babbitt with 


Blarney Premium 


New York, March 15.—Unusual 
premium offers which catch the 
public eye have been numerous, 
but the Blarney pendant, offered 
this spring by Mennen Company, 
Newark, seems to have attracted 
more publicity than usual, as well 
as more controversy. 


Available as a special St. Pat- 
rick’s Day good luck offer, the 
pendant is cut from stone from 
the grounds of Blarney Castle in 
Ireland. ‘Yours for only 25 cents 
with the empty carton from any 
Mennen shave cream,’ Mennen 
advertises, using the back pages 
in color of three Sunday tabloids: 
the Home Journal of the New 
York Journal-American and the 
Chicago Herald-American, and the 
magazine section of the Boston 
Advertiser. 

The offer expires May 3, and 
incomplete tabulations on requests 
have proved “highly satisfactory,” 
according to Mennen’s agency, 


Summe 


Up 


Le through a recent issue of Modern Plastics. With paper con- 
served to an extreme, the physical presentation of its pertinent 
plastics content requires more than 250 pages. 


FE xplore the featured articles. They are original, first releases—never 
rehashes! Each is supported by facts—not rumors. All are pithy 
and profusely illustrated. 


Aprrise the quality of the advertising and the character of its 
advertisers. The messages are planned to be constructively help- 
ful. More than 400 prominent American enterprises make Mod- 
ern Plastics their market place. 


Deve a moment to the Table of Contents. It encompasses every 


plastics interest . . . general . . 
...news... features. These subjects are sectionally divided to 
facilitate reference. 


ditorially ... 


- engineering . . . technical 


so comprehensive a coverage necessitates expert 
staffing. Modern Plastics editors are outstanding authorities. Its 


contributors are the field’s foremost analysts. 


one RR coder-thirst for guidance thus finds itself regularly quenched at 


word ~ 


this fountainhead of plastics information. Letters from subscribers 
and advertisers attest the values being rendered. 


piritedly stimulating, too, are the extra educational efforts spon- 


sored and conducted by Modern Plastics . . 


- motion pictures— 


plastics competitions*—plastics library—readers’ service— 


*To be recontinued after Victory. 


HH eroratle mention should also be accorded the Modern Plastics 
public exhibits now touring the country’s principal cities. Audi- 
ence to date—over 6,000,000 . . . Booked thru 1945. 


[ntegrated into one perfect whole, these shouldered functions have 
helped to build Modern Plastics into the virile, aggressive plastics 
institution it is today. 


Pri circulation—10,468 ABC. Right now 150% paid! More plastics 
minds are waiting to receive Modern Plastics than some peri- 
odicals can boast of as regular subscribers. 


ODERN 


... the only ABC plastics paper . . . the 
field's established institution . . . one 
of America’s great industrial publications 


LASTICS 


MAGAZIN 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, 
Chicago *« Washington «+ Cleveland « Los Angeles 


NEW 


MEMBER AUDIT BUREAU 


OF CIRCULATION 


INC. 
YORK 7, WN. Y. 


. 7 21g 


Duane Jones Company. 
That agency figures even 
prominently in the Blarney 


story, the premiums being =) ey. 
clusive “house item.” It all s arteg 


back in 1938, when Duane ) ne. 
president, conceived the idea \) 
abroad. Through the Londo, ,; 
resentative of the Germain See, 
Company, Los Angeles, whic: fy,. 
nished seeds for garden pre: jum, 
issued by his clients, Mr. Jone 
purchased 10 tons of stone from 
Killard Quarries on the grou) ds o; 
Blarney Castle, shipping th, 
weighty “souvenir” back to thi 
country to be broken up for : ing; 
charm bracelets and pendan 


Eire’s Ire Bans Export 


But the publicity which followe, 
created such a furor in the paper; 
of Dublin and Cork in Ireland that 
a law was passed preventing the 
export of any more stone from the 
Blarney estate. 

First company to make wide use 
of the stone as a premium was B. 
T. Babbitt, Inc., an account Mr 
Jones has handled ever since 1934 
when he was a vice-president of 
Blackett-Sample-Hummert. For 
Bab-O cleanser, Babbitt issued 
408,000 charm bracelets, collecting 
approximately $100,000 through 
mail requests. And from time t 
time, Babbitt has repeated the 
offer with equally good results. 

Babbitt ads and the current 
Mennen series point out that the 
pendants “are not in stores at any 
price,” and the offers are always 
limited to a short time because of 
the invariable deluge of requests 
Fortunately, Duane Jones still has 
on hand a large supply at his farm 
in Connecticut, but when that is 
exhausted there can be no more 
“genuine” Blarney Stone pre- 
miums. 


Durstine Elects V.P.s 


William E. Dempster, with the 
creative staff of Roy S. Durstine, 
Inc., New York, since 1943, has 
been elected a vice-president. He 
was formerly promotion manage: 
of the New York Herald Tribune 
for seven years and previously 
was advertising manager of B 
Altman & Co., New York. 

Frederic Kammann, manager of 
the Cincinnati office, has also been 
named vice-president. 


Donahue Promoted 


Dan Donahue, who has _ been 
handling national food and groc- 
ery accounts for the Minneapolis 
Star-Journal and Tribune, has 
been named assistant national ad- 
vertising manager. 
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Benge Book Lists 
Foolproof Helps 
for Sales Chiefs 


New York, March 14.—What ap- 
pear to be all the latest scientific 
and precise methods of selecting, 
training and getting the most out 
of salesmen receive detailed treat- 
ment and support in “Manpower 
in Marketing,” by Eugene J. 
Benge, a 294-page, $3 book pub- 
lished today by Harper & Brothers. 

Mr. Benge, president of Benge 
Associates, Chicago management 
engineering organization, is the 
author of about ten books on vari- 
ous aspects of management. The 
latest attempts to enable sales 
managers to fulfill efficiently their 
function as administrators. “The 
ma nagers’ personality and a 
cigar,” he points out, “have been 
ove! ‘shadowed by plans, statistics 
and personnel.” 

Not a little of the book is given 
over to means by which the sales 
chief may properly handle large 
“supporting forces” of billing and 
credit clerks, collectors, delivery 
drivers, and others besides sales- 
men in his department. 


Decries ‘Gang’ Interviews 


In selecting salesmen, he insists 
that a card file be set up to list in 
full detail the hiring specification 
for each type of sales and clerical 
job. “Gang” interviewing is termed 
much less satisfactory than inter- 
viewing by one sales Official. As 
may be supposed aptitude tests 
come highly recommended. As an 
example of how detailed the book 
is, in its job of helping the man- 
ager get his man, it says: “The 
interviewer must finally make one 
of three decisions,” and lists these 
as “I don’t want the applicant,” 
“I’m undecided,” and “I want this 
man.” 

The section on training contains 
six chapters on such subjects as 
how to conduct conferences, how 
to reach salesmen in the field, 
canned sales talks (useful only if 
thoroughly tested), and training 
clerks in various types of retail 
and chain stores. 

Various methods of paying 
salesmen are analyzed in a section 
on “Incentives,” advantages and 
disadvantages of each being ex- 
plained by charts, statistical for- 
mulae and some explanations of 


If you sell 
VITAMINS 


You Need WIBW 


‘0 Kansas, and parts of six 
coining states, WIBW is the 

pre‘erred station of 4,811,511 

isteners, 

VIBW is preferred by deal- 

too, as shown by their en- 

iastic tie-in promotion at 

it of sale. 

Ye have a reputation for 
d-hitting selling. Let us 


ove it to you by RESULTS. 


WIBW 


Topeka... Kansas 


psychology. Contests, for example, 
are said to be adaptable to most 
sales organizations, but the author 
points out such contest pitfalls as 
overselling, too frequent holding 
of contests, unfair quotas, etc. 

A final section on sales control 
covers methods of making various 
charts, and maps, special research, 
how to record new customers and 
the like. 


To Employers’ Group 


Ralph C. Blatchford, for the past 
seven years assistant advertising 


manager of American Optical 
Company, Southbridge, Mass., has 
joined the Employers’ Group of 
insurance companies at Boston as 
superintendent of the publicity 
department. 


To Stewart-Lovick 


Ronald T. Jackson, for several 
years a partner in the Cleland- 
Kent Engraving Company, Van- 
couver, B. C., has joined Stewart- 
Lovick Ltd., Vancouver, as vice- 
president and member of the plans 
board. 


Returns to Detroit 
General Outdoor 


Advertising | 


23 


Norma Starbuck Moves 
Norma Starbuck, New York, art- 


Company New York, has reopened ist’s representative, has moved her 


its Detroit offices in the Stephen- | Offices to 11 West 42nd St., 


who 
office, 


son building. L, C. Myers, 
previously managed this 
will again be in charge. 


Poler Joins Mathes 


E. Edson Poler, formerly head 
of public relations, advertising 
and merchandising of Samter 
Brothers Company, Scranton, Pa., 
has joined J. M. Mathes, Inc., 
New York, as account executive. 


New 
ork. 


THE LETTER SHOP, oo yrem 


431 S. Dearborn 8t., Chicago 5. Illinois 


LARGEST DAILY 


CIRCULATION 


Los Angeles County residents hold over $2,752,- 


: 547,000 in individually owned war bonds and savings 
. deposits! That is a whale of a postwar reserve of buy- 
ing power—greater, for instance, than the 1943 retail 


sales of the entire state of Texas*. 


In the vital forty-mile radius of the city and retail trad- 


ing zones of this third largest and richest market of the 


nation, the Herald-Express reaches from 51,600 to 


71,500 more families than any of the other dailies— 


reason enough why the Herald-Express merits top spot 


on advertising schedules planned to cover Los Angeles. 


*Source: 


Sales Management Survey of Buying Power 


IN THE WEST am 


Represented Nationally by 


Paul Block 


and Associates 
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Pentel 


‘Greatest’ Drive 
Ever in 1945 for 
Victory Gardens 


Heavy Promotion 
Planned; Seek to 
Reach New Goals 


BY JAMES McGUINN 


Chicago, March 13.—Backed by 
industry, labor and civic groups, 
America’s home front fighters are 
getting ready now for the greatest 


mass victory garden program this 
country has ever known, to offset 
the increased demands of the mili- 
tary—demands that are more 
likely to rise than abate. 

Last year there were 20,000,000 
victory gardens, in which were 
raised 8,000,000 tons of vegetables, 
or about 4: % of the fresh vege- 
tables raised in the country. This 
year, according to James Young, 
executive secretary of the Ameri- 
can Seed Trade Association, the 
retail sale of seeds is up well over 
10% above last year, “with 80% 
of the consumer buying still to be 
done.” 

Supplies of seeds, Mr. Young 
said, are still “good, but those who 
are particular about certain varie- 
ties might have to take a substi- 
tute by the middle of March.” 
Criterion for gardening interest in 


STE 


Ross 


Special = sections, pages are sold solid 
and soundly on on insured program. Free 
survey ot your request 


PORTSMOUTH, NEW HAMPSHIRE « 


DENS 


the coming year is the mail order 
house sale of seeds, catalogs of 
which stress vegetables over flow- 
ers. These sales are said to be up 
18% over 1944. 


Huge Military Set-Aside 


Urgency of the 1945 gardening 
program is described by the OWI, 
which points out that “about 48% 
of the 1945-46 pack is being set 
aside for military use, compared 
with 41% from the 1944-45 pack 
and 25% from the 1943-44 pack. 
The situation in 1945 is not ex- 
pected to be eased regardless of 
the time of V-E Day.” 

In a telegram to the National 
Victory Garden Institute, Chester 
Bowles, OPA Administrator, said 
recently “We now have more 
than 5,000,000 men overseas and 
more are going over every week. 
An average of six pounds of food 
is allocated to every American 


soldier every day; 46% of the 
1944-45 commercially canned 
vegetables and over half the 


canned fruits are being taken by 
the armed forces. Yet... Amer- 
ica is healthy and well fed... A 
large part of the credit must go 
to the victory gardeners who last 
year produced 40% of the fresh 


vegetables we ate and to the 
housewives who did a record job 
of home canning. . . If our fami- 
lies are going to be as well fed 
this coming year as they have been 
this past year we are again going 
to need record victory garden 
crops.” 


Industry Plans Gardens 


The importance of the 1945 gar- 
dening program was further em- 
phasized at a recent meeting of 
the National Victory Garden In- 
stitute, Inc., at which 240 repre- 
sentatives of WFA, OPA, the mili- 
tary and industry stressed its 
values. Lester J. Norris, chairman 
of the board of the institute, a 
non-political, non-commercial or- 
ganization. cited industry for its 
part in the campaign, declaring: 

“Industry through all its won- 
derful facilities of promotion, in 
cooperation with the administra- 
tion, saved the victory garden pro- 
gram in 1944. We estimate that 
industry was responsible for at 
least 2,000,000 gardens last year.” 

Mr. Norris urged industry to in- 
itiate an “emergency advertising 
campaign” for the program and 
said the institute would this year 
furnish thousands of new posters, 


Vheyee COlH Wobbly Hapyoy” 


Tom’s a camera fiend 


. photography is the only 
hobby for him 


Jack ‘‘owns’’ 


. . . he doesn’t know a Leica 
from a Brownie No, 2 


a model railroad 


They BOTH live in Philadelphia. ..know the 


same people ...pay the same income tax 


Tom reads THE RECORD 


. he thinks along liberal lines 


Jack reads one of Philadelphia’s two 
conservative papers (frequently both) 


. . . he’s a traditionalist 


IT TAKES THE RECOgp 
AND ONE oruep 
TO GOVER PHILADELPH 


Ht 


How people think determines what they read — and what they 
buy. That’s the reason why “The Record—and One other” is 
the advertising combination that clicks in America’s 3rd Market. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - 


REPRESENTED NATIONALLY BY GEORGE A. MCDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 


HALF MILLION SUNDAY 


Advertising Age, March 

a monthly news letter, manua); fo; 
company-employe garden pro. 
grams, food preservation boo lets 
and national plaque winner, 
awards. Outstanding promotion of 
the institute is its “National Greep 
Thumb” contest, won last year by 
a 69-year-old Norway, Mich. 
widow, Mrs. Catherine Benza 

Nearly 100 large companies \jj] 
again participate officially in the 
program, representing the sice] 
aircraft, railroad, canning, moto; 
car, chemical, petroleum, re, 
power, tobacco and other indus. 
tries. 

For the second successive year 
the institute last year presented 
its highest award to Calvert Disti]- 
lers Corporation, New York, for its 
work in promoting the garden pro- 
gram. The company’s 1945 plans 
are now being worked out by its 
agency, Lennen & Mitchell, New 
York. 


Others Reveal Plans 


Standard Oil Company of New 
Jersey, a plaque winner last year, 
will promote the gardens on its 
Lowell Thomas radio program and 
with numerous spot announce- 
ments. In addition, it plans to 
issue 15,000 window posters, 8,000 
garden guide posters, 4,800 ferti- 
lizer price posters, 12,000 “Plant 
for Victory” banners and cut-outs, 
32,000 garden seed posters, 1,700 
billboards, 25,000 ad _ broadsides, 
530,000 victory garden guide books, 
and 8,000 institutional victory gar- 
den advertisements in newspapers. 

The Pullman Company, Ford, 
General Motors, Firestone, Union 
Pacific Railroad, Phillips Petrol- 
eum Company and others will 
continue with full-scale cam- 
paigns. Phillips, for example, 
again will urge its 3,500 employes 
to plant gardens, offering them 
prizes ranging from $100 to $3,000 
in war bonds. General Motors’ 
120,000 employes will be allotted 
garden space and material en- 
couragement by the management. 

Firestone, again as in 1943 and 
1944, when it took company 
awards in the Victory Garden In- 
stitute contest, expects to have its 
43,000 employes gardening. At 
Akron nearly 2,000 gardens were 
planted on company lots measur- 
ing 50 x 70 feet. Firestone donated 
fertilizer, supplied dusters and 
sprayers, and rented to employes 
pressure cookers, tools, insecti- 
cides, etc., at a nominal cost. The 
estimated produce at Akron in 
1944 was $132,000 worth of vege- 
tables. Employe gardening by 
Firestone has been going on for 30 
years. Ford’s gardening project is 
25 years old. 


U. P. Issues Guiac 


Union Pacific’s employes’ vic- 
tory garden guide is typical of 
management’s assistance in the 
program. In a 32-page booklet, it 
describes garden planning per 
family, size of garden and location, 
time and tools needed, soil prep- 
aration, seeds and seed treatment, 
planting, transplanting, irrigation, 
cultivation, pest control, harvest- 
ing, home preservation and stor- 
age, canning, quick freezing and 
dehydration. 

Spurring the drive with hun- 
dreds of announcements of the 
campaign, public service radio 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


\ The Register is rated* the 
7th test market in the U. 
—2nd in New England. W 
a minimum cost you re 
urban and suburban por 
lation. 


*tadependent Survey of Provideace B © 
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| as OWI and sponsor interest 


wi - 
js evidenced in plans for new 
shows and participations devoted 
to victory garden promotion. 


The Blue Network on March 3 
pesan a new sustaining series, 
“your Home & Garden, each 
Saturday, 11:30-12 noon, CWT. 
The program will feature Ruth 
V: Deman, head of the home 
economics division, U. S, Depart- 
ment of Agriculture, and Wallace 
Kadderly, chief of Agriculture’s 
section, with government 
agriculture experts as guests. In 


addition, mentions of the vic- 
tory garden campaign will be 
made on the Blue’s “Breakfast 
Club,” in the portion sponsored 


by Swift & Co., Chicago packer, 
and on the WENR “Beulah Car- 
ney” program, sponsored by Lite 
cleanser, through L. W. Ramsey 
Company; by E-Z-Do, through 
Russell T. Gray, Inc.; by 
Western United Dairy, through 
Olian Advertising Company; Mag- 
gis seasoning, through Needham 
& Grohman, Inc.; and Celanese, 
through Young & Rubicam. The 
theme of some questions to be 
asked the “Quiz Kids” will be on 
victory gardens, and commercials 
of General Mills’ “Lone Ranger” 
for Cheeri Oats will stress the 
campaign. 


Much Radio Support 


Besides its cooperation with 
OWI and other government offices 
in the program, NBC and its af- 
filiated stations will present hun- 
dreds of special interview pro- 
grams on its farm hour broadcasts. 

Similarly, CBS and Mutual and 
their affiliate stations will promote 
the campaign with their own and 
OWI material. 

Typical of the seed and nursery 
company promotion is that by Earl 
E. May Seed Company, Shenan- 
doah, Ia., which, despite the rebuff 
its 1944 promotion got when the 
government took canned vege- 
tables off the ration list just be- 
fore garden planting time, this 
year will launch what it terms “a 
more standard approach to sales.” 
May’s advertising falls into three 
phases: a spring catalog for in- 
quiries and direct sales; a seasonal 
newspaper campaign in 26 cities in 
which it operates retail stores, and 
three to five daily programs on 
Station KMA, Shenandoah. 


Seeds to Soldiers 


In May’s 60-page catalog, nearly 
half the space is given over to 
seeds and plants for vegetables 
and fruits. Its mewspaper and 
magazine ads emphasize vegetable 
seeds but illustrate and offer 
flower combinations. In magazine 
advertising its appropriation is 
40% higher than last years’. 

Pillsbury Mills, Inc., Minneap- 
olis, in its February and March 
advertising in newspapers, maga- 
zines and rotograyure, has fea- 
tured a special seed coupon offer, 
while radio support of the cam- 


The Theatre 
attracts 


‘| You can reach it most 
directly through 
THE PLAYBILL 


* Alert forward-looking peo- 
«.| ple make up Creative Wealth. 
In it are the top-ranking ex- 
ecutives and the buying lead- 
‘| ers of this country. You reach 
¢| them at the theatre through 
«| THE PLAYBILL. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 


paign is given through Pillsbury’s 
‘Grand Central Station,’ CBS 
program, Saturday, 12 noon, CWT, 
and spots on 125 stations. 

The Ferry-Morse Seed Com- 
pany, Detroit, through its agency, 
MacManus, John & Adams, De- 
troit, has launched an advertising 
campaign “greater by 400% than 
the expenditures of recent years,” 
according to Harry H. Hobbs, vice- 
president. 

Although radio is new for 
Ferry-Morse, the company is using 
two quarter-hour periods, one over 
79 CBS stations at 9:15 a. m., 


EWT, Saturdays, entitled “The 
Garden Gate,’ and “Cabbages & 
Queens” over 16 Don Lee Net- 
work stations. In addition, a 
heavy schedule of black and white 
advertising will run in national 
magazines and metropolitan news- 
papers. 


An Early Sell-Out 


E. J. Kiekenapp, president of 
the Farmer Seed & Nursery Com- 
pany, Faribault, Minn., declares 
that his company’s advertising 
schedule, now about half over, ran 
the company short of certain lines, 


He told ADVERTISING AGE, “‘In some 
instances we would have been glad 
to cancel certain ads owing to the 
early sell-outs of so many items 
and the expense of handling thou- 
sands of refunds.” 


Seed Offers Successful 


Using seed offers for empty 
packages and jar labels, in a 20- 
station spot campaign begun Jan. 
22, Planters Nut & Chocolate Com- 
pany, Wilkes-Barre, Pa., through 
its agency, Goodkind, Joice & Mor- 
gan, Chicago, doubled its output of 
seeds at the end of the first week 
in February, doubled that again 
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at the end of the second week and 
shortly thereafter was out of seeds. 
The W. A. Burpee Company, 
Philadelphia, is another whose 
early seed offer has reached high 
totals. 
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().. girl Teena (unlike her older sister) 


wants to look, act and be just like the 


-what a break for y 


girl mext door. 


She and her teen-mates speak the same 
language ...wear the same clothes ...eat 
the same foods ...use the 
-of lipstick...go in for the same gimmicks 


--- and lately even read the same maga- 


zine (Seventeen, of course!) 


For Teena and her teen-mates come in 
bunches—like 
shopping together. sipping Cokes at the 
eorner eandy store together, going to 
movies, market and club meetings to- 
gether. Sell one and chances are you'll 
sell them all—all 6,000,000 of them — 


especially 


bananas. 


when you sell them in the 


magazine they’re sold on... 


over 600,000 net paid...and still growing! 


seventeen 


the young girl's service magazine with 


You'll see them 
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St. Louis Adgirls’ Skits 
Available to Others 


All benefits from the 11th an- 
nual gridiron dinner to be held 
March 22 by the St. Louis Wom- 
en’s Advertising Club will go to 
the Barnard Free Skin and Cancer 
Hospital, St. Louis, for use in can- 
cer research. 

Songs, skits and dances for this 
year’s show, written by Mrs. Bea 
Adams Mechella, vice-president of 
Gardner Advertising Company, 
will be available to affiliated clubs 
of the Advertising Federation of 
America, provided all proceeds go 
to cancer research. 


Cassingham Elected 


R. B. Cassingham, vice-president 
and general manager of Interna- 
tional Cellucotton Products Com- 
pany, Chicago, and with that com- 
pany for 22 years, has been elected 
president. 


Porter Warns of 
‘Commercialism’ 


Trends in Radio 


FCC Chairman Tells 
NAB of Concern Over 


Program Content 


Washington, March 13.—Paul A. 
Porter, new FCC chairman, out- 
lined before the National Associa- 
tion of Broadcasters here last 
night a “busy spring program,” 
which ranged from early action on 
FM and television licensing 
policies to a _ rebuilding and 
strengthening of the FCC staff. 
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CALGARY EDMONTON VANCOUVER 


Detailing his plans for the first 
time since taking office a few 
weeks ago, Mr. Porter: 

Called for voluntary action on 
1. the part of broadcasters to stop 
“an alarming trend toward exces- 
sive commercialism.” 

Warned that the commission 
9. is considering new license re- 
newal procedures which would re- 
quire station owners to show that 
they are fulfilling their obligation 
to provide public service. 


Asks Broader Service 


Stated that he is in sympathy 
3. with regulations against cen- 
tralization of control in radio, but 
invited standard station operators 
to “move forward with the ad- 
vance of the art” into FM, tele- 
vision, facsimile and other new 
services. 

Called for suggestions from 
4. the industry, particularly the 
clear channel group, toward pro- 
viding service for 10,000,000 peo- 
ple “who have no daytime service” 
and 21,000,000 who have “rela- 
tively inferior secondary service.” 

Promised 90-day service on 
a. applications involving hear- 
ings, but warned that here the V-E 


the commission gets more money. 

Speaking candidly, Mr. Porter 
commented that “there seems to | 
be a growing body of responsible 
opinion that believes that the pub- | 
lic functions of broadcasting are | 
becoming submerged by com- 
mercialism.” He said he was not 
trying to preach, but “somehow 
there must be a determination as 
to whether broadcasting is simply 
going to operate as an advertising 
and entertainment medium, or 
whether it will continue to per- 
form in increasing measures pub- 
lic service functions in addition.” 


Concerned Over Programs 


While the chairman was unwill- 
ing to prophesy FCC entry into 
program control, he said: 

“IT think the industry is entitled 
to know of our concern in this 
matter and should be informed 
that there is pending before the 
commission staff proposals which 
are designed to strengthen re- 
newal procedures and give the 
commission a more definite pic- 
ture of the station’s over-all oper- 
ation when licenses come up for 
renewal.” 

“In cases where commercial op- 


Day load cannot be carried unless | portunities have caused a complete 


puy WGI 


19th Metropolitan market . . 


heard. His listening index for Scranton gives WGBI a morning rating of 47.5. . 


the low. In the afternoon it reaches an astounding 65.4. . 
That's why most national spot advertisers depend on WGBI to cover this huge, 


When you want to cover the Nation’s 
“just RELY on WGBI. According to Hooper, you're sure to be 
. and that’s 


. in the evening it’s a whopping 71.9. 


prosperous market. They know, and you should learn, that this station gives more sales 
for every dollar spent. Ask your John Blair man. 


(Figures from Fooper Station Listening Index . . 
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jabandonment of other ser vice. 
|which the broadcaster has a, ;eeg 
to perform a different questi» 
‘raised. . . Are we of the «om. 
mission to assume that the tu- 
tory standard of public ini rey 
becomes a mere negative o5re. 
sumption and that so long a. the 
licensee violates none of the pe. 
cific prohibitions against ob: ep. 
ity, lotteries and the like, the »eg_ 
ulatory authority is not to inc uire 
further?” he asked. 

Turning to FM and telev -jon. 
Mr. Porter said contours of the 
licensing policies for these ney 
arts are already beginnings jy, 
emerge, and that the FCC will soon 
consider policies for each. 

Inviting broadcasters to exaiine 
opportunities in the new fields. 
Mr. Porter said: “Broadcasting 
has come of age, and it can stand 
on its own feet now and need not 
rely upon heavy aggregations of 
outside capital for future develop- 
ment. Those of you in this room 
plus independent newcomers who 
propose to bring to broadcasting 
their skills and talents rather than 
merely their accumulated funds. 
can, I think, carry broadcasting 
to new heights which engineers 
and technicians have mapped 
out.” 

Noting that the lineup of appli- 
cations for FM and television “is 
|somewhat reminiscent of the 
| Oklahoma territory at noon on 
April 12, 1889,” Mr. Porter said, 
| ‘sound public policy would, in my 
/opinion, oppose large sums of Wail 
Street money or any other funds 
coming into broadcasting as a spec- 
ulative venture. I think we want 
|to exclude speculators, the high 
| pressure promoters and others who 
|}are looking merely for a quick 
turnover. A sound licensing pol- 
| icy would welcome the true home- 
|steaders and should offer grants 
|only to those who want to take 
/up permanent residence in _ this 
|new empire, cultivate it and im- 
| prove it and generally operate it 
|in the public interest.” 


Staff Too Small 


Doing a little “lobbying” for the 
| members of the Senate and House 
interstate commerce committees 
present, Mr. Porter said the FCC 
will not be able to handle the 500 
| FM and 100 television applica- 
| tions in its files when the freeze 
is lifted unless it can increase its 
| oes. He told broadcasters that 
if they want service on these ap- 
| plications, they must support the 
| commission when it goes to Con- 
| gress shortly for a supplemental 
appropriation to build its engineer- 
ing and research staffs, now down 
to three men each. 

On the clear channel hearings, 
Mr. Porter said the commission 
has no advance conclusions 0! 
commitments, but that it wants 
to determine what the nation-wide 
service picture really is. 

The clear channel stations and 
| networks can be of genuine help, 
| he pointed out, by coming in wit! 

really constructive proposals fo! 
| improving the present situati 
'“It is my belief that we'll soame 
out with a much sounder solution 
if we have constructive propos:ls 
from the industry to consicer, 

rather than a record filled tl 
attempts to explain why so many 
of the channels which were clea:ed 
| with such great difficulty in ‘he 
| late 1920’s are now rendering t'e!! 
| primary service to the resident> 0! 
| the fully served urban areas 
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ICes - ; ern sales manager; Herbert J.|McCann-Erickson, New York, and|the development of communica- 
eed NOW... Ho00's mix In THE Scruggs Acquires Store Bliss, former supervisor in Texas, | previously sales manager of the | tions from primeval times to 1945. 
L is modern Space Saving Square Bottle Controlling interest in Emery-|to western sales division manager, | specialties division of Lowe Paper | The book is illustrated with four- 
’m- eS: Bird-Thayer, Kansas City, Mo.,| succeeding Ray F. Goodman, now |Company, Ridgefield, N. J., has|color photographs of equipment 
tu- department store, has been ac-|assistant to Merton C. Cushman, | joined F. J. Low Company, New | and television programs. 
est quired by Scruggs-Vandervoort &|publisher’s counselor for the cor-| York, as vice-president. He will | 
re. Barney, St. Louis department|poration; and Albert Dreyfuss, |direct that agency’s merchandis- 
the store. formerly traveling representative, |ing, sales promotion and public 
De- appointed general assistant to | relations programs. Artists’ Materials & Rubber Cement 
“4 Fawcett Promotes both Mr. Stening and Mr. Bliss. ‘ ' sca sie Pulaters’ Padding Compound 
Guire Recent staff promotions an- uMon ues bookie S. S. Rubber Cement Co. 
nounced by the Fawcett Distrib- McElmoyl to F. J. Low Allen B. DuMont Laboratories, 
on, uting Corporation, Greenwich,| Frank B. McElmoyl, assistant|New York, is distributing 15,000 |] 314 N. Michigan Ave., Chicago 1, Ill. 
the Conn., are: Roy V. Stening, for-|manager of the sales promotion |copies of “Time, Tubes and Lo Central 3373 
lew merly Ohio representative, to east- |and merchandising department of | vision,” a 48-page booklet tracing 
to 
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d not SPACE-SAVER—H. P. Hood & Sons, 
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room square milk bottles in this copy, which “eH 
who appeared in newspapers of the area 
sting served by the company. 
than — 
unds, sd 
sins J See Sees Little 
vee I Merit in Copy on 
appli- . 
«i: [) Linage Increase 
n ye New York, March 13.— News- 
said papers’ claims of gains in circula- 
n my tion and linage are not as im- 
“Wail pressive promotion material as 
funds copy emphasizing “human inter- 
spec- est,’ Arthur See, advertising man- 
‘want ager, Saks—34th Street, told the 
high monthly luncheon meeting of the 
wie New York Promotion Managers 
quick Association, recently. 


 pol- Statistical information on circu- | 
lation and linage, he asserted, ob- | 


lome- ° | 
viously is not stressed by news- 


srants 


take papers unless in some way favor- | 
this able to the newspapers, and the | 
1 im- reader’s first reaction is to find the 
ate it “holes” in it. He said he relies | 


on ABC and Media Records for 
such information, | 
The human interest value is | 


wr the particularly interesting, he said, in | 
Touse helping the reader interpret | a | 
ittees newspaper’s editorial sphere of in- 
FCC fluence and its ability to hold | 
aan Oe on seaabier eaaeweiies shee 
plica- me Is pywriters snc 
ree? in stores to determine results ob- 4 , P , 
ce its (tained from ads appearing in their N THE early days of the Twentieth Century and the Dodges, a mighty industry came into 
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e ap- ance ot mateeial on _ som word swept over America about a strange eing indigenous to the soll 0 etroit. 
+t the J frequently influences advertisers thing that was happening in Detroit. A grou 
on Tl is: a cake 6 ow a These men built not only automobiles, but 
bee 7 “ay mon Chere were “ectuaty making wagons something else. They revolutionized industry 
down that could run without horses”. These men, who ; ‘ ; 
ring m 5 eee isin of | changed the world by their {inventive genius slg ay engaging 
ission the department of business organ- 8 ; y 7 : world-wide demand for Detroit’s products. 
1s ot ization of Ohio State University, were either of Detroit or from its environs. 
wants ‘columbus, has announced that a r P oe * 
-wide course in advertising and sales | Only one of the early automotive giants sprang It has been a great privilege to chronicle 
promoti d ahi : 

| aot a oe “scat, "Gao of ee from other than Michigan soil. That was the — the work of men whose names became known 
bel, a Vives eae Soe late Henry M. Leland. around the world not only because of what 
s for : ; they made, but because of the intensity of 
ation. Eno Appoints Leland came West to make his fortune and Y pancig Y 
come E. Glenn Robinson, previously : ‘ . ; their spirits and the sheer love of creation that 
ution J sales manager of Harold F. Ritchie finally landed in Detroit where he fell in love 
Josals & Co, Ltd., Toronto, has been ap- | was a part of their very souls. 
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pointed sales manager of J. C. Eno 
(Canada) Ltd., Toronto, maker of 


En effervescent salt and Mac- | 


lea tooth paste. 


conomic factors are basic and 
Su~ ect to little change. 

cy we show you the sale of 
me “handise in Buffalo by income 
orcs in the 20's, 30's and 40's; 
S'* @ map showing coverage of 
t areas? Write: 
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EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


a sound and stable market. | 


A DYWAMIC PAPER 


eat: ale eee 


with the quiet beauty of the town, its solid, sub- 
stance and said: “Here is where | begin”. His 
machine shop became the cradle of the Cadillac 
car and later of the Lincoln. Along with such 
other industrial giants as Henry Ford, R. E. Olds, 


We say again, that it is a great privilege to 
publish a newspaper in Detroit... to be a part 
of this town that has become symbolic of the 
eternal frontier of America. 


Che Detroit Free Press 


JOHN S, KNIGHT, PUBLISHER 
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So Would Hike 
Parcel Post Rate; 
Others Going Up? 


Washington, March 13. — Post 
Office Department plans to jack up 
parcel post and other postage rates 
in order to put individual postal 
services on a self-sustaining basis 
ran into sharp criticism from the 
National Council on Business Mail 
here last week, when representa- 
tives of the council warned the 
House post office committee against 
using cost accounting as the “rule” 
in determining rates. 

Insisting that the postal service 
should be considered as a unified 
whole embracing interrelated serv- 
ices, Charles A. Bethge, chairman 
of the board of the council, said it 
is hard to justify demands for 
higher postal rates at a time when 
the department is showing a sub- 
stantial profit. 

Mr. Bethge concentrated his at- 
tention on the cost ascertainment 
system worked out last year for 
the department by a committee of 
nationally known auditors, insist- 
ing that while an accounting sys- 
tem might serve to establish 
standards of efficiency, other con- 
siderations are involved in fixing 
postage rates. 


Would Raise Parcel Post 


Despite Mr. Bethge’s testimony, 
the committee seemed determined 
to recommend a new parcel post 
rate schedule providing higher 
rates for many types of parcels, 
particularly small ones delivered 
in local or first three zones. The 
new rates, in the Murray bill 
(HR 2502), are expected to yield 
$15,000,000. 

The committee has been holding 
private sessions with the Post Of- 


fice Department for more than two! fourth class catalog mailings, pro- 


—— on a whole schedule of new 
postage rates, most of which are 
yet to be revealed. After only 
one public hearing on the in- 
creased parcel post charges it was 
prepared to report the bill a week 
ago, but the hearings were con- 
tinued on insistence of representa- 
tives of agricultural groups. 

Foes of the increases protested 
that the full post office plan should 
have been available for their 
study, but both the department 
and committee were unwilling to 
show their hand. When one wit- 
ness commented that higher parcel 
rates would be inflationary, a com- 
mittee member suggested, “But 
lower first class rates wouldn’t be, 
would they?” 


No Lower Rate Seen 


Despite his retort, considerable 
doubt existed that the post office 
plan would result in lower first 
class rates, because committee 
members made great ado about the 
need to pass on department rev- 
enues to postal employes, “who 
haven’t had a general wage in- 
crease since 1925.” It was pointed 
out, though, that the well-organ- 
ized postal unions have obtained 
a $300 cost-of-living bonus and 
overtime concessions. 

In opposing a pay-its-own- way 
system, the Council of Business 
Mail pointed out that historically 
postal revenues had increased as 
services increased, so that the de- 
partment shows a_ $13,659,000 
profit in 1943, $49,892,000 in 1944 
and a projected $117,000,000 in 
1945. 

Hitting the cost ascertainment | 
system, they pointed out that no) 
allowance had been made, in de- | 
ciding the cost of handling parcel 
post, for additional “collateral” 
first class and other revenues 
which result. Though the post of- 
fice says it is impossible to com- 
pute these collateral contributions, 
Mr. Bethge offered as an example 
a breakdown showing that four 
mailers spending $2,578,000 in 
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TOMATOES TASTE SO GOOD! 


— BEST WE GROW... a (— 
No 
= AA 


Is (flavoured 


W's caretel canning that does it! Care 


fq _ 
TAT T MAUL 


aos AND THATS WHY mercacres \ 
] PASTEURIZED Tomato JUICE 
1S $O FRESH FLAVOURED TOO 

— /73 DEicious / 


TWINS— Grower 
and housewife talk 
across the border 
-| in this unusual ad, 
. V-=| which is designed 
vf aks as a unit but pro- 

vides for individual 
promotion of two 
separate products, 
tomatoes and to- 
mato juice. Ferres 
Advertising Serv- 
ice, Hamilton, Ont. 
is placing the copy 
in selected Cana- 
dian dailies for 
Metcalfe Foods, 

Deseronto, Ont. 


In Metcalte’s Pesteurined tomato juice 
you get were of thet gerden-fresh 
goodness. For this pesteurizing process 
actually protects the richness of flevour 
aed the richness of vitamin content! 
So teste it critically and you'll want 


duced $26,731,000 from other 
classes of mail and services. 
While much of the testimony 
was a battle of accounts, Mr. 
Bethge warned that once Congress 
gives its approval to the pay-its- 
Own-way principle, the depart- 


ment may increase other rates at 
the expense of reducing its service 
to the public. He pointed out that 
a year ago, the department had 
promised to submit all rate changes 
at once, but that it was now issu- 


ing them piecemeal. The increases | 
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are not paid by business men, he 
said, but by the millions of ‘ise, 
of the parcel post system. 


Beetham Becomes V.P. 
of McClure & Wilder 


Sam K. Beetham, recently wit 
Owens-Illinois Glass Company 
Toledo, has been appointed ~ ice. 
president in charge of public ‘ela. 
tions and new business of McClure 
& Wilder, Warren, O., agency. 

At Owens-Illinois, Mr. Beetham 
was advertising manager of! the 
Libbey Glass division and 6 
Owens-Illinois Can bag d ny 
prior to its acquisition by Conti. 
nental Can Company. 


Heads Davidson Art 


Norman E. Watson, formerly 


‘head of his own commercia! ar 


studio in Chicago, has joined Day- 
idson Publishing Company, Chi- 
cago, as art director. 


Rich Joins Agency 

Robert W. Rich, former account 
executive of Al Paul Lefton Com- 
pany, has joined the executive 
staff of Alfred J. Silberstein, Bert 
Goldsmith, Inc., New York. 


Get your advertising band ready to 
rade when peace comes. You can march buyers into retail stores, 
production, assure steady employment and good wages, and helj m 
prosperity. It takes strong advertising and hard selling to keep folks b 
Theorizing and leaf raking won’t do. Make your advertising plans ™ 
when you can produce more civilian goods, you'll get a head «tart 
the road to healthy postwar sales. And remember to make Champ 


per a part of all sales and advertising plans! 


THE CHAMPION PAPER AND FIBRE I Hampt! 


MILLS AT HAMILTON, OHIO... 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds (™® 
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d Club for 
1, S. Servicemen 
toi Up in London 


March 1.—The Army 
dvertising Club of the United 
ngdom has been formed here, 
rely as a result of a six-line 
seri sement in the Army’s Stars 
Stripes in which Arnold Deutsch, 
the Army’s psychological war- 
re division, invited interested 
rvicemen to organize a club to 
rsue their civilian interest in 
avertising. 
At an organizational meeting 
February, it was agreed that bi- 
onthly meetings should be held 
which current advertising prob- 
ms and trends for the postwar 
briod will be discussed by invited 
ests. There has been no formal 
ction of officers, but a commit- 
e on arrangements has been set 
headed by Mr. Deutsch, mem- 
br of the Deutsch & Shea Adver- 
ing Agency of New York. An 
Avisory committee also has been 
t up, consisting of several repre- 
ntatives of American agencies 
wing offices in London. 


About 400 servicemen have 
joined the club, including 102 
officers and 301 enlisted men. 


These include 28 men formerly in 
the merchandising field; 54 from 
advertising agencies; 25 former 
advertising managers; 44 from me- 
chanical reproduction organiza- 
tions; 47 former newspaper men; 
37 photographers and artists, and 
71 advertising students. 


Account to McCann 
Tennessee Enamel Mfg. Com- 
pany, Nashville, has appointed the 
Cleveland office of McCann-Erick- 
son as its agency. The company 
manufactures gas-fired floor furn- 
aces, space heaters and porcelain 
enamel signs and table tops. 


Avon Saluting Women 

The Avon medallion of honor, 
created by Avon Products, Inc., 
New York, and _ presented to 
women outstanding in the “serv- 
ice of humanity” is being featured 
each month in national magazine 
advertising, through Monroe F. 
Dreher, Inc., New York. A $1,000 
_— bond accompanies the medal- 
ion. 


Philadelphia Admen 


Form Media Group 

Twenty-two Philadelphia agency 
men have become charter mem- 
bers of the Advertising Media 
Forum of Philadelphia, recently 
organized by media men connected 
with recognized agencies in that 
area. 

Executive committee of the 
group consists of Eugene Cogan, 
Ward Wheelock Company; Frank 
Murphy, Geare - Marston, Inc.; 
L. D. Farnath, N. W. Ayer & Son, 
and Melville Smith, James G. 
Lamb Company. Roy Lochten of 
Geare-Marston is secretary, and 
Peter Condras, Lewis & Gilman, 
treasurer. 


Britton on Own; 
Dykstra His Successor 


Blaine S. Britton, advertising 
manager of Barber-Greene Com- 
pany, Aurora, Ill., manufacturer of 
conveyors and loading equipment, 
has resigned to open his own pho- 
tography and publicity organiza- 
tion in Aurora. He will be suc- 
ceeded by John H. Dykstra, for- 
mer art director of Mumm, Mullay 
& Nichols, Columbus, O. 


Six Join AFA 


Advertising Federation of Amer- 
ica has elected the following mem- 
bers: Agricultural Leaders’ Digest, 
Chicago; Barlow Advertising 
Agency, Syracuse; Addison Vars 
Company, Buffalo; Gourmet and 
Shaw Publications, New York, and 
Model Craftsman Publishing Cor- 
poration, Ramsey, N. J. 


Londonderry to Brisacher 


Newspaper advertising of Lon- 
donderry Ice Cream powder and 
pudding is currently being placed 
through the San Francisco office of 
Brisacher, Van Norden & Staff. 
McCann - Erickson handles radio 
advertising on these two prod- 
ucts. 


Appoint B&H 

Denebeim Distilling Company 
and Burlington Mfg. Company, 
maker of work clothing, have ap- 
pointed Beaumont & Hohman, 
Kansas City, as agency. Miss 
Marjorie Owen, previously with 
the American Hereford Journal, 
has joined the agency as copy- 
=" and layout artist at Kansas 
ity. 
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Clorox to Stress 
Family Health 
Linen Protection 


Oakland, March 13.—Clorox 
Chemical Company has opened its 
1945 campaign with a five-column, 
1414%2-inch insertion in more than 
750 newspapers from coast to 
coast, illustrating uses for Clorox 
as a disinfectant and bleach. 

“Greater family health protec- 
tion,” one of two major themes to 
be stressed this year, is featured 
in the ad, which depicts clorox use 
by housewives in kitchen, bath- 
room and laundry. 

The family health theme and 
conservation of hard - to - replace 
cottons and linens will feature 
later ads to run about 600 papers 
and in American Home, The 
American Weekly, Better Homes & 
Gardens, Country Gentleman, 
Farm Journal and Farmer’s Wife, 
Good Housekeeping, Household 
Magazine, Ladies’ Home Journal, 
Life, McCall’s, Parents’ Magazine, 
Progressive Farmer, Successful 
Farming, True Confessions, True 


.| Story, and Woman’s Home Com- 


panion. 

Erwin, Wasey & Co. of the Pa- 
cific Coast, San Francisco, is the 
agency. 


Okay Florida Ad Plan 

Creation of the Florida State 
Advertising Commission with an 
annual appropriation of $1,000,000 
for its operation, has been ap- 
proved by the advertising division 
of the Florida State Chamber of 
Commerce meeting recently in 
Jacksonville. 


Lee Hogan to NBC 

Lee Hogan, formerly with 
KARK, Little Rock, Ark., has 
joined the sales promotion depart- 
ment of NBC’s western division 
as assistant to Frank Ford, sales 
promotion manager. She sur- 
ceeds Peggy Wood, who has joined 
the Hollywood office of C. E. 
Hooper, Inc. 


Industrial Gas—MCF 


In Tulsa Increased 


16.33% 


> 168,274 


(\ 


December December 
1944 1943 


In the Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties in 
Kansas, Missouri & Arkansas 
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Lincoln Speaks 


To the Editor: Apropos of your 
editorial in the March 5 issue 
“You Can’t Get Ahead of the Pub- 
lic,’ may I quote a paragraph 
from Abraham Lincoln, which 
hangs on Bruce Barton’s wall: 

“In this and like communities 
public sentiment is everything. 
With public sentiment nothing can 
fail; without it nothing can suc- 
ceed; consequently he who moulds 
public sentiment goes deeper than 
he who enacts statutes or pro- 
nounces decisions. He makes 
statutes and decisions possible or 
impossible to be executed.” 

G. R. SCHAEFFER, 

Director of Merchants’ Serv- 

ices, Marshall Field & Co., 

Chicago. 


. he. ae! 
A Tough Time 
To the Editor: Here’s a little 
blurb I just burped between ads 


se is 


i me Sheet Ree 
This department is a reader's f 


today. Being as you're in the 

business, thought you might mebby 

get a slight smile out of it—and, 

these times, smiles—what with 

paper shortages, taxes and stuff— 

are worth a million dollars apiece. 
‘How Aps ARE Born’ 

Ads don’t just pop out like plum 
seeds. Their conception is ardu- 
ous—their birth painful. I have 
been an ad-obstetrician for a long 
time—I know! Not only have I 
delivered ads for other people—I 
have given birth to thousands of 
them myself—whiskers and bass 
voice not withstanding. 

Before you can bring an ad into 
the world, there must be a meet- 
ing of minds—followed by a long 
period of gestation. 

And, during this critical period, 
the expectant copywriter must be 
treated tenderly. Any sudden 
shock—unkind comment by client, 
loud talk by contact man, or argu- 


es 


ee eS 
pk SE aN 


Specie aR been oe ae 


orum. Letters are welcome. 


Sale Bea ae 


ment with the boss over salary— 


|}may “mark” the child, or not in- 


frequently cause a miscarriage. 


This explains why you see so 
many deformed, silly advertise- 
ments. 


HoMerR McKEE. 
vy v 


Getting the $ Through 


To the Editor: ... well, you 
asked us to say it. . |! 

Why, oh, why, ADVERTISING AGE, 
do you dish up the tribute you 
render Hart, Schaffner & Marx 
who “scored a wartime beat on 
postwar clothing sales by placing 
four billboards in Paris within a 
month of ‘Liberation Day’?” 
There’s a photo, too, depicting one 
such billboard proclaiming as fol- 
lows: “Congratulations on a job 
well done! Hart Schaffner & Marx 
Clothes USA.” It’s on Page 3 of 
your pony of November, 1944. 

I just don’t understand this, 


next door. 


Porcus: I heard that on the pitch you’re making for that new 


off the list. 


Acc’t Ex: How’s that? Iowa is a state, not a city. 


Porcus: That depends on your definition. What 


do you call a city? 


Acc’t Ex: A trading area whose wholesalers, re- 


tailers, and consumers can be reached through 


a local publication. 


| 
| 


jabout H S & M’s 


ADVERTISING AGE. I am not a pros- 
pective candidate for a Purple 
Heart. I’m a “gravel-cruncher” 
with the AAF, just a guy doing 
another job. And I still can’t 
understand your pat on the back 
to Hart Schaffner & Marx! 

Now the fellow who wrote the 
enclosed little bit might be more 
justified than I am in complaining 
indiscretion. 
Maybe, without seeing the poster, 
he’s already done so in his last 
paragraph? 

At least this “scoop”? smacks of 
one of our worst American ten- 
dencies: The dollar must get 
through! 

And yet the scheme could have 
been such a natural. A _ great 
many fellows in this army, as you 
well know, are just a little bit 
anxious to see this thing through 
—right—and then, by gorra, get 
back into that wonderfully com- 
fortable civilian jacket. 

Why, then, did H S & M have to 


|drag an unwanted dollar into it? 


Why couldn’t they have said some- 
thing like: ‘Paris—one step closer 
to home, fellows!! Home and those 
swell civies. Maybe the Hart 
Schaffner & Marx suit you wore?” 
Something of this nature would 
have gotten across the point—and 
it avoids “congratulations” with a 


suspicious tinge of exploitation to | 


it. 
I can’t understand your pub- 
licizing this kind of stuff, giving 


PORCUS casts pearl 


Acc’t Ex: Say, what are you doing here? The food conference ‘is 


account you've left lowa—the most stable market in America— 


Acc’t Ex: That's right; we hesitated to do it, but at this stage 
we’re recommending only the first 20 cities. 


Porcus: All the more reason to include Iowa. 


Y 


ae 


Covered 


Porcus: Then you'll buy Iowa because The Des 
Moines Sunday Register gives you 70% coverage 
of all the urban retailers, wholesalers, and con- 
sumers in the state. And the volume that rep- 
resents places Iowa well within any list of the 
“First 20 Cities.” 


Metropolitan lowa— 
»y LHE DES MOINES REGISTER ann [RIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S 


| 


| 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


| 
| 
| 


| shortage of paper. 


' done? 


‘it thereby your stamp of approval, 


‘after all that’s been said about) 


how it builds up an unfavorable 

|reaction in servicemen’s minds. 
It doesn’t jibe at all with that 

| wonderful 


| ner.” 
|spin panegyrics than 
harangue you with a gripe. None- 
|theless, it’s a pleasure to see the 
‘heights to which advertising can 
soar, as is exemplified in this 


| column. 


And by the way. Thanks a lot 
for putting out the Pony Edition. 
I haven’t yet said here how much 
I look forward to receiving it 
each month. 

Wo. B. CHURCH JR., 

Ist Lt. Air Corps (formerly 

of Copy Research at Young & 

Rubicam). 


v v v 
Pickup System Needed 
To the Editor: In line with my 


| previous letter concerning the real 
bottleneck that exists in the sal- 
| vaging of waste paper, I thought 
|you would be 
‘item which appeared in the Los 
|Angeles Times of Feb. 5, in this 
|letter from one of its readers. 


interested in the 


“Everywhere we hear of tie 
Pleas are made 
to save every scrap. Is it being 
Positively NO. 


Paper is being 


department you run) 
icalled “The Creative Man’s Cor-| 
It takes me less space to} 
it does to| 


‘ | 
I can answer that question. 
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burned in the incinera‘. y; 
apartment houses and a; 
hotels. 

The tenants are notifie: 
managers to burn all pap 
will not be collected. Can 
thing be done about it?” 

It is a rather useless p; 
for housewives to save 
patriotically and then find 
not be collected for deli 
the proper sources. 

This letter serves to con‘ 
previous statement that 
coordination in organizing 
up system is proving a c 
able bottleneck in salvagi: 
able paper. 

HAROLD H. ROSENBE x 

Editor - Publisher, Indus: 

Publications, Inc., Chica 

7 ¢ 3 


Seminars Set Right 

To the Editor: It was very ki, 
of you folks to run an item in eo 
nection with the Parks Air (9 
lege aviation seminar. 

Unfortunately, an enthusiastj 
member of our public relations de 
partment got his dates mixed yw 
The first aviation seminar is g 
for April 9 and the succeedin 
seminars are arranged for the fo] 
lowing dates: April 23, May 7 an 
May 21. 

Thanks for your article. Quit 
a number of advertising men hay 
written in stating they would lik 
to attend. This is particularly e 
couraging to us, as we would lik 
to have as many advertising me 
as possible know the = gener 
background on_ personal _ flying 
feeder airline, and trunk airlip 
|} activity. We feel that our gener] 
orientation program on these su 
jects will be of immense value 

FRANK MAHER, 

Assistant to the President 

Parks Air College, Inc., East 

St. Louis, Ill. 
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Salvage Appeal 

To the Editor: Will any adver 
tising yardstick ever beat the ol 
“read and run?” Or, as old Hal 
bukuk put it: 
and make it plain upon tables tha 
he may run that readeth it.” 

I have just seen a paper com 
pany’s advertisement pleading f 
more waste paper salvage. Hidde 
|in the text is mention that it re 


}quires “52 pounds of paper covel 


|for shipping each Red Cross am 
| bulance.” Imagine the instant im 
| pression and realization had the; 
|pictured a Red Cross ambulance 
|tied up in its paper covering, an 
|simply labelled “Every Red Crosi 
| Ambulance shipped to War Zon 
requires 52 pounds of paper—wil 
you, reader, help contribute by 
salvaging every scrap of you 
| waste paper?” 

GRIDLEY ADAMS, 
149 East 37th St., New York 
' City 36. 
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of 


“Write the vision 


Armstrong Cork, Consolidated 


... to name a few. 


Our customers like Chromart 


2) Chromart Prints can be displayed, okayed, pasted into 
work, airbrushed for last-minute changes. 


Read why 
Leading Advertisers send 
their Kodachromes 

to Hollywood | 


We service Sunkist, T W A, Cole of California, Four Ros«:, | 


Steel, Boeing, North Americ: 


Douglas, Lockheed, Meredith Publishing, Foote, Cone & Beldi: | 


Prints better than Kodachro 


Films as copy for platemaking because . . . 


1) Engravers, harassed by shortages in men and materials, | 
on sure ground with fine “flat copy” such as Chroma 


Our customers send us their finished Kodachromes because, 
tell us, nowhere else can they obtain color prints fine enoug! 
serve as artcopy for the making of top-quality printing pl 
Chromarts from $44. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Hollywood 46, Co 
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nglish VD Drive, 
)kayed by Public, 
alled Success 


tondon, March 1.—Educational 
M myvertisements on venereal dis- 
“Ck offffces that the British Ministry of 
Dick@Meaith has been running in na- 
Sider Sonal and provincial newspapers 
Valufnce Feb. 19, 1943, are credited 
ere as responsible in large part 
iy yy checking the increase of these 
trial iseases, despite the fact that cam- 
. aigns of this type can only show 
sir greatest effect over a much 

mger period. 
-Y kinda Before the present campaign, 
in con kgD increased 21% in 1940, 40% in 
ir Cogmggd!, and 30% in 1942. In 1943 
“BBye increase dropped to 7%, and 
usigstiqmreliminary figures for 1944 indi- 


government agencies to induce ad- 


vertisers in America to sponsor | 


similar VD ads because the adver- 
tisers refused to buck objections 
voiced by religious groups, it is 
interesting to note that one of the 
British ads quoted the Archbishop 
of Canterbury, Church of England 
primate, as calling attention to the 
“great evil and grave menace” of 
VD. Furthermore, the British ads 
pay little attention to the morality 
angle and instead concentrate on 
emphasizing the dangers of the 
diseases and the importance of 
competent medical treatment. 
Recently one of the British ads 
ran into trouble when some pub- 
lishers balked at use of the word 
“Bible” in the copy. The fictitious 
doctor in the series, in answer to 
the question, “When did VD 
start?”, replied: “Well, there is a 
reference to gonorrhea in the Bible 
—Moses made laws to try to pre- 


| vent its spread. . .” 

Bowing to a number of protests, 
the Ministry of Health left it up 
to the papers to use the ad as pre- 
| pared or to substitute “the earliest 
written records” for “Bible.” 


Miss Creel to Aloe 


Norma Creel has joined the ad- 
vertising department of A. S. Aloe 
Company, St. Louis surgical sup- 
ply house, as a copy and layout 
specialist. She previously served 
in a similar capacity with Interna- 
tional Shoe Company, St. Louis. 


United Film to Grant 

United Film Service, Kansas 
City, Mo., affiliated with Motion 
Picture Advertising Service Com- 
pany, New Orleans, has named 
'Grant Advertising, New York; to 
handle its advertising, all of which 
|is planned for trade publications. 


Council of Wholesalers 
Plans National Unit 


Formation of a National Asso- 
ciation of Wholesalers, similar in 
scope to the National Association 
of Manufacturers, was recom- 
mended to the Council of Whole- 
salers, representing 23 associa- 
tions, at a meeting in New York 
recently. Dr. E, L. Newcomb, ex- 
ecutive vice-president of the Na- 
tional Wholesale Druggists’ Asso- 
ciation, presided. 

The following officers were 
elected: Henry Matter, Wholesale 
Dry Goods Institute, chairman; 
Joseph Kolodny, National Asso- 
ciation of Tobacco Distributors, 
vice-chairman; Guy Henry, Opti- 
cal Wholesalers National Associa- 
tion, secretary, and M. L. Toulme, 
National - American Wholesale 
Grocers Association, treasurer. 
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‘NCR Sales Decline 


Sales of National Cash Register 
| Company, Dayton, O., and its sub- 
| sidiaries in 1944 amounted to $97,- 
|639,759, against $102,766,613 in 
| 1943, according to the annual re- 
|port issued last week. A _ net 
profit in 1944 of $3,307,272 was 
announced, compared with a 1943 
figure of $3,463,953. After the 
war’s end, with restrictions re- 
moved, the change from war to 
peacetime production can be made 
in two or three months, said Ed- 
ward A. Deeds, chairman, and 
Stanley C. Allyn, president. 


3 Accounts to Zlowe 

The advertising of F. A. Mac- 
Cluer, Inc., Sambrooke Ltd., and 
Simpson Imports, Inc., all New 
York, has been placed with the 


Zlowe Company, New York. 


ons al ate that there has been very little 
ced ugg any increase over the previous 
is cofmear. The Ministry of Health will 
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bntinue its series of ads in an) 
fort not only to forestall another | 
rrease but to reduce present | 
gures. 
The government’s decision to 
nlighten the public on VD through 
aid advertisements was made late 
) 1942, following surveys which 
vealed that the health of the 
ublic had actually improved since 
‘ar began in 1939 except in the 
ater of VD. It was recognized 
at, although the Daily Mirror 
ere and one or two other publica- | 
ns had attempted to publicize | 
e problem, the matter required | 
tion by the government and 
bud not be left to individual 
tative. 


Budget Now $600,000 


Copy for the first series of ads | 
run in 1943-1944 was submitted | 
February, 1943, to the copy | 
mmittee of the Newspaper Pro- | 
rietors’ Association, at whose) 
ggestion some changes were) 
ade before the series ran. Few | 
ewspapers refused to carry the 
ries. The cost of that campaign, 
aid by the government, was about | 
400,000. } 
The present campaign is ex- 
ected to cost about $600,000. Ads 
this series are captioned, “From 
doctor’s diary,’ with sub-titles 
© “How can I keep it quiet, 
octor?” and “Can I get it twice, 
tor?” prefacing copy of a Case | 
istory nature. Every fourth ad | 
immarizes the previous three ads, | 
ving descriptions of the diseases | 
d their symptoms, and telling | 
Ow free, confidential treatment | 
y be obtained at government | 
uInics, 
In the past year the newspaper 
pMpaign has been supplemented | 
y use of outdoor signs. About| 
00 16-sheet posters are now 
‘ing shown at railway = and| 
nderground stations and along | 
ity streets. 


Only 3% Disapprove 


Dissatisfaction with the cam- | 
aigns has been negligible. Some 
I the case histories related come 
closer to being frank than any | 
Gs that have appeared in the 
ited States on VD, but the pub- 
oleheartedly in support of | 
drive. As early as July, 1943, | 
} Gall poll showed that 87% of 
W@ people approved the drive as | 
gainst only 3% disapproving, | 
ue |0% took no stand. 
n v of the inability of VU. S. 


“ to think you're that Blue 


"work announcer we heard 


ver EDF Flint!” 


NEW .YOR K 


: 


MAINTAINING TRADE NAME 


RECOGNITION 


ALKA-SELTZER, a trade name of world-wide 
recognition, is flashed to shoppers 24 hours a 


THE SHOP 


BY THE SEA 


CHICAGO 


competition . . . successfully. 


A current life-size floor display that 
mingles with waiting shoppers and 
sells ALKA-SELTZER. 


day, every day in the year... in homes, on the 
highways and at the vital points of purchase. For 
years, we have created and produced advertis- 
ing display material to maintain shopper recog- 
nition and acceptance of this renowned product 
. .. window displays, counter displays, floor dis- 
plays, back bar displays, posters. We can help 


you, too, to plan for and meet imminent postwar 


LITHOGRAPH CO. 


CLEVELAND 


Pp. 0. BOX 513 - BOSTON2 


ROCHESTER 
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: 23% of Canadians 
ps Prefer Jingles, 
‘ae CAB Asserts 


Quebec, March 13.—A limited 
a survey of Canadians’ attitude to- 
ward radio commercials, under- 
/ taken by the Canadian Associa- 
tion of Broadcasters, reveals that 
22.8% of Canadian listeners pre- 
fer musical jingles rather than 
straight commercial announce- 
ments, although a large percent- 
age considers jingle commercials 
suitable at best for children’s 
audiences. 

Only 3.2% of listeners say they 
believe commercial testimonials 
are true. 

Findings of the survey, revealed 
here by E. W. Reynolds, president 
of E. W. Reynolds & Co., Toronto, 


ae aad 


et 


are the first to be made by CAB as 
part of a continuing study of the 
subject. 

Most listeners questioned indi- 
cate belief that dramatized com- 
mercials are overdone. They say 
too many spot announcements are 
crowded into station programs, 
and complain about constant repe- 
tition of “boring” commercials. 
More satisfaction is voiced about 
commercials on half-hour to full- 
hour programs than about com- 
mercials on shorter programs, 


Harshe, Cox Split 


William R. Harshe and David M. 
Cox, partners in the publicity and 
public relations firm of Harshe & 
Co., Chicago, have agreed to end 
the partnership as of April 1. Both 
will move to offices in the Hart- 
ford Bldg., 8 South Dearborn St., 
Chicago. 


Catholic chur 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
es, schools and institutional buildings. 


Celanese Sales Reach 
Record $101,000,000 


Celanese Corporation of Amer- 
ica, New York, textiles, plastics 
and chemicals maker, reports for 
1944 a record sales volume of 
$101,655,680, as compared with 
$94,584,910 in 1943. Earnings be- 
fore taxes increased from $16,- 
530,593 in 1943 to $18,778,690 in 


1944. meres Killing your friends with 


New subsidiaries formed during 
1944 included Celanese Chemical TH? 
Corporation, to handle sales of BAD 8 EA 
chemical products of the company; 
Celanese Pan American Corpora- pt tng eee. a 
tion, for export business, amd] trouands’find i delightully cad rete, 
Bridgewater Textile Corporation, |  %,22",'0,usrd seunwt ue CSS, To nid your mouth of 


to construct a plant for Produc | ge with this new and diferent fy) a 

tion of warp knit fabrics. Celan-|  pisasent jlatane, " Anddieniar make the nest emneke taste better 

j greater germ-killing power than ise it before every business and 

ese Mexicana, Ss. A., has been ordinary “mouth-washes.” social engagement. Start today. 

- New “Anti i 

formed to produce Celanese prod Ry ey PEPSODENT 
ucts in Mexico. creases salivary flow—flushes out 
many decaying food particles and 


auikitacecnses ANTISEPTIC 
To Promote ‘Kroy’ 


formed a subsidiary, York Un- 


sees : NEW DRIVE—Pepsodent started a new promotion for its antiseptic with +hi 
York Knitting Mills Ltd. has “hard boiled" copy in newspapers. The cold ad ran in northern markets, whil 
shrinkable Wools Ltd.. Toronto. to the bad breath copy appeared in areas where the residents are not so likely 
produce unshrinkable woolen to be sniffling. Foote, Cone & Belding, Chicago, is the agency. 


; pik a ae 


COLD GoT yoy 
ALL STUFFED- “Up? ch 


Do This Quick for Relief! septic at first sign 


on A recommended is lent a . 
andard pect mee tests prove gle frequent! b ne =P 2 
new Pepsodent Antiseptic kills mil- pe oben. See if 
lions of germs that go with colds. The discomfort almost » 

very type of germs that many med- 


=r airow see: PE PSODEM 
wiguve ois oor Pepesen too: ANTISEPTIC 


goods under a new process called 
“Kroy.” The process will be ad-|war through Cockfield, Brown & 


| vertised to consumers after the |Co., Toronto. 


ae SS Ss Ss 


Glance at random through any issue of any maga- 
zine belonging to one of the Women’s Groups. 
Notice the preponderance of advertisements 
which offer merchandise directly for sale, or 
include coupons enabling the advertiser to check 
definitely on response. You'll find the Women’s 
Groups carry more of this advertising than any 
other class of women’s magazines. This is true 
now; it has been true for years. It proves the 
Groups’ selling power. 

The reason for the Women’s Groups’ superb 
showing in direct sale and coupon returns is 


voluntary newsstand purchase! Their readers have 
‘never been pressured or wheedled into buying. 
No neighbor’s children, no boys selling sub- 
scriptions to earn college expenses, have rung 
their doorbells. 

The Women’s Groups have rolled up this im- 
pressive selling record simply because, every 
month, more than 13,000,000 women go to the 
newsstands voluntarily and say, “I want that 
magazine.” 

THE WOMEN’S GROUPS WILL SELL MORE 
MERCHANDISE FOR YOU! 


Aubin Ih, Catt 


one OOK represents 


CIRCULATION GROWTH 1934 ~ 1944 [inition crevionen 
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WOMEN’S SERVICE MAGAZINES WOMEN'S GROUPS 


THE IDEAL WY OMEN'’S GROUP * THE PAY-ENVELOPE CLASS MAGAZINES 


* 
NEW YORK .... . id001 rusting Corp. . CHICAGO... icect Publishing Corp. « 


295 Madison Ave.,N.Y.17,N.¥.,MU3-8191 360 N. Mich Ave. Chi, 1, Ill, Stote 5582 


LOS ANGELES Don Harwoy & Company . HOLLYWOOD « » « « Ideal Publishing Corp. 


816 W. Sth St, Los Ang.13,Cal.,Mutval8512 6253 H'wd. Blvd. H'wd. 28, Cal., Hillside 7364 


Agency Tests FM§: 
Two-Way Radio a niu 


. The I 
Promotion Stunt Be: » 
Chicago, March 13.—A thre 


here i 
ustrat 


way Walkie Talkie demonstratiihiptive 
in connection with the openilider fo 
here of the Army Air Force pid mai 


ture, “Winged Victory,” was j 
itiated today by Gourfain - Co 
Advertising Agency to call pubj 


42, Ww 
pre Se! 


attention to Motorola’s portail I 
FM broadcasting-receiving unitfithe n 
combat uses of which are polo the 
trayed in the film. 1944, 


Three SCR 300 Walkie Talk the | 
were employed in the test, one ifbbers 
the Republic building, 209 S. StaillMndle | 
St., at the offices of the StafRtribut 
Street Council, one at the Roosdiielf, b 
velt Theater, 110 N. State Sy 5-ir 
where the movie is being show cata 
and the third unit in the Wrigleiind it 
building offices of the advertisinfirchan 
agency which handles the Motomiout o 
ola account. ady re 

Interviews between the thraliries 
points were conducted by Haro of 
Miller and William G. McNulty @innior 
the agency, and Lt. James HiMapplie 
Baker and Sgt. Richard Kemper @ ’45, 
the AAF public relations divisiogiiect t 
Passersby were asked how thelied 4,01 
enjoyed the movie and if they haffhe i: 
noticed the use of the Motorolalls, - 
equipment in the movie, while tiiout sx 
agency men directed a photog persi 
rapher taking pictures in front @ envi 
the theater. The interviews wells size 
relayed over the “Voice of Stal all < 
Street,” the council’s public a@j™mers, 
dress system which covers tifThe d 
downtown shopping area. lity i 

The agency declared the deme year 
onstration pointed out the illimijree do 
table possibilities for the use @@ blan! 
the two-way radio-telephone @™mbina 
postwar days for field surveyor,” th 
farmers, physicians, salesmen, ¢ he co) 

a Nall as 
Hividu: 
To Morton & Mason ah f 

Morton & Mason, Clevelaier dre 
agency, has been appointed wes” 
represent the Federal Machine 
Welder Company, Warren, 
maker of resistance welding equ 
ment and special machine 
agency has begun nati 
search on production we! 
collaboration with the J: 
Peck Company, New Yo! 


Collison Promoted 


Thomas F. Collison, 
public relations division « 
Ayer & Son, Philadelph’ 
1942, has been named ass« 
rector of the public rela’ 
partment. 


ALL BY ITSEL®. 


THE LIMA NEWS 
75 miles from a°) 


other metropolitan cy 
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log Calendar’ 


ys Supplier 


oll in Orders 


50,000 '45 Copies 
Are Printed by 
Chicago Company 


Chicago, March 15.—Orders for 
‘hitects’ . and engineers’ supplies 
ed in ‘a a merry clip as usual 


“S.“ MM the Frederick Post Company 
“) is week, thanks to the unique 
DEN talog calendars” hanging on 
T » shop and office walls of its 


stomers 
The “wall catalog” is the brain 
jd of M. H. Mannion, for 17 


rage ars advertising manager of the 
+ likel, jicago company, which produces 


} extensive list of instruments, 
yipment and materials for 
afttmen. It is the only calendar 
its kind, he believes, and the 
ly calendar with sufficient de- 
bnd to be used successfully as a 
emium. 

The Post calendar, 52 pages of 
tes big enough to be seen any- 
here in the room and providing 
ustrations of Post products, de- 
riptive copy, prices and handy 
der forms which may be cut off 
d mailed in, was inaugurated in 
42, when approximately 10,000 
pre sent out. 


Increased Each Year 


The number was jumped to 25,- 
0 the following year, to 35,000 
1944, and to 50,000 for 1945. 
the 50,000, Post sold 40,000 to 
bers from coast to coast who 
ndle competitive lines, too. It 
tributed the remaining 10,000 
elf, by means of a direct mail 
x 5-inch insert, offering to sell 
catalog calendar for $1 or to 
nd it free for an order of Post 
prchandise in any amount. 

Out of this 10,000 Post has al- 
andy received more than 800 in- 
iries to date, approximately 
% of them actual orders, Mr. 
pnnion said. If the same ratio 
applied to the entire print order 
‘45, inquiries sent Post and 
ect to distributors already ex- 
ed 4,000. 

he idea started, Mr. Mannion 
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Motoroliralls, when he got to dreaming 
while tout some way to outsmart the 
photog™ persistent salesmen and wound 
front @ envisaging catalogs, in fabu- 
ws Wels size, hanging from the walls 
of Sta all of Post competitors’ cus- 
iblic ad™™mers, 
vers t he dream became an operating 


ality in 1942 and “every day of 
>year we receive several—up to 
ree dozen—inquiries and orders 
blanks that are cut from the 
mbination wall catalog calen- 
I,’ the Post ad chief declares. 
he companies are as iarge and 
ball as American industry. The 
Widuals include as tough a 
Nch for the advertising man as 
ted ie drew on shoe leather—engi- 
nte ers,” 
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Numerals Big Enough 


Foreg ing the beautiful model 
| a of many calendars, Post 
9 “Bemmissioned Stanley Ekman, 
8 @ecago artist, to make the full- 

' ilustration of a dashing 
st messenger and two 
of orders trying to make 
e. Numerals on the page 


BUILDERS OF — 
0,000 POSTWAR 
$ COULD SPECIFY 


UR PRODUCTS | 


THEM ABOUT YouR’ . 
E al AND EQUIPMENT — 


TICAL BUILDER 


are 2% inches high, each page 
showing not only the current 
week, but also the current, pre- 
vious and forthcoming months. 
Hanging size of the calendar is 
17 x 22 inches, with heavy stock 
employed for the top. The 52 
bottom pages are spiral bound to 
the top, making the calenaar a flat 
book-rate mailing piece in con- 
trast to the more customary cal- 
endar rolls, which take the higher 
mailing rate. Wall Catalog Com- 
pany, Chicago, is the printer. 
Initial page of the °45 calendar 
thanks engineers and draftsmen 
for praising its usefulness and sug- 
gesting ways of improving the 
format. Bottom third of the suc- 
ceeding pages, produced by offset, 
illustrate the many Post products. 
Interspersed with the order forms 
for these actual materials are cou- 
pons for such free offers as a 22 
x 35-inch chart of architectural 


and engineering symbols; the Post 
drafting and engineering material 
catalog; and free decimal chart and 
decimal decals. Useful charts and 
figures are reproduced on the 
backs of the last seven pages. 


May Resume Catalog 


Post has issued no new catalog 
in the past three years, but counts 
on the wall catalog to keep its cus- 
tomers up to date on the newest 
materials and prices. It hopes to 
resume catalog publication in the 
near future, Mr. Mannion says. 

The company, he adds, has re- 
quests from companies producing 
calendars of all types, for their 
customers, and who use the Post 
calendar in their own offices. Over 
500 were used at Wright Field, 
Dayton, last year. Chief engineers 
and executives of many leading 
firms throughout the country are 
among Post’s valued calendar 


users. Putting the “catalog” up 
on those walls, it feels, is literally 
worth more than some actual 
orders. 

A number of customers, it ap- 
pears, don’t wait for each new 
week and a new Post “merchan- 
dise display,” prices and order 
blank. They thumb through the 
year and mail in orders for goods 
they want right now. 


Credit Institute Joins 


Consumer-Retailer Ass’n 

The Retail Credit Institute of 
America has joined the National 
Consumer-Retailer Council, be- 
coming the fourth national retail 
association to affiliate with the 
council. Other groups are the 
American Retail Federation, the 
National Association of Food 
Chains, and the National Retail 
Dry Goods Association. 
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Cuban Clients to Grant 


Grant Advertising, S. A., Ha- 
vana subsidiary of Grant Advertis- 
ing, Inc., has been named to handle 
advertising in newspapers and 
magazines of Catz Trading Com- 
pany of Cuba, packer and distribu- 
tor of canned fish products and 
advertising in publications and via 
radio for Cia Ron Caribe, S.A., 
whose product is Rey De Copas, 
imported Spanish brandy. 


HOWARD seu 
pHOTOS 


PRODUCTS 


Postcards 2c each. 30x40 mounted 
yg $3.85. Mail orders coast 
look lik sles LW h 
6 eur origina e photograph 
thing. Write for fre i as 
NOOR Sunvio: © samples, orion’ a 7% 
HOWARD PHOTO SERVICE 


165 W. 46th Street, New York 19, N. Y. 


IMPACT 


OF OUTDOOR ADVERTISING 


at) 
18 


FIGURES REPRESENT THE NUMBER OF “LOOKERS” YOU REACH 
WITH A POSTER SHOWING THROUGHOUT THE UNITED STATES 


LOOKERS 


DAYS DANY NAC 


CUMULATIVE 


4 


8 
10 
YY 


bao 
105,000,000 
105,000,000 | 525,000,000 
105,000,000 
105,000,000. 
105,000,000 
105,000,000 | 1,575,000,000 
1,890,000,000 


20 / 105,000,000 | 2,100,000,000 


105,000,000 


105,000,000 
210 ,000 ,000 
315,000,000 


420,000,000 


840,000,000 
1,050,000,000 
1,260,000,000 


25 | 105,000, 000 2, 625, 000,000 


30. 


ATLANTA - BALTIMORE - 


BOSTON - 


105, 000, 000. 


IN OUTDOOR YOU REACH THE MARKET WITH THE FULL 


z 150, 000, 000 


CUMULATIVE 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR INDUSTRY ° 
60 EAST 42nd STREET, NEW YORK 17 


CHICAGO - CLEVELAND - DENVER - 


DETROIT - 


HOUSTON - LOS ANGELES - PHILADELPHIA - 


ST. LOOIS 


IMPACT OF 30-DAYS OF ADVERTISING 


GQUTDOOR ADVERTISING INCORPORATED 
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Transformer Co. Expands | Starts Clinic Series 


United Transformer Corpora- 
tion, New York, has announced | 
that Samuel L. Baraf, co-owner, | 


has taken over the merchandising | 


activities as director of sales and 
merchandising, and Ben Miller, | 
recently an independent sales rep- 
resentative in Chicago, has been 
named general sales manager. 


National Dairy Sales 
Total $593,853,000 


National Dairy Products Cor- 
poration, New York, did the larg- 
est volume of business in its his- 
tory during 1944, according to the 
annual report, with sales totaling 
$593,853,000 as compared with 
$580,173,000 in 1943. 

Earnings increased to $2.12 a 
share of common stock, compared 
with $2.08 a share in 1943. 


COLUMBIA 
NETWORK 


BROADCASTING 


with Trade Group Execs 

The Committee for Economic 
Development held in New York 
on March 13 the first of a series 
|of clinics to inform trade associa- 
ition executives of CED objectives 
and programs. Pyke Johnson, 
president of the Automotive Safety 
Foundation, presided, and G. Irv- 
ing Baily, secretary of the central 
council of National Retail Asso- 
ciations, was co-chairman of the 
New York meeting. 

Similar clinics are being planned 
for Chicago, Detroit, Cleveland, 
Washington, Boston, San Fran- 
cisco and Seattle. 


Joins Wm. McAdams 


Lucy Bender, formerly copy- 
writer with Young & Rubicam, and 
Pedlar & Ryan, has joined the 
staff of William Douglas Mc- 
Adams, New York agency. 


Drops Saturday Final 


The St. Louis Post-Dispatch has 
discontinued its Two-Star Final 
edition on Saturdays, because of 
paper shortages. 


Porcelain Enamel 
Institute's Drive 
Expands Gradually 


Pittsburgh, March 14.— Porce- 
lain Enamel Institute, established 
15 years ago to develop a wider 
market for the nation’s porcelain 
enamel makers, whose prewar 
sales volume exceeded $40,000,000, 
is gradually expanding its promo- 
tional efforts instituted last year 
on the basis of an annual budget 
of $30,000. 

The campaign thus far has con- 
sisted of a few full-page insertions 
in business papers, distribution of 
booklets on how to use and sell 
the product, direct mailings to po- 
tentional users of porcelain finish, 
and preparation of a sound-slide 
film for use by the sales depart- 
ments of appliance makers. 

The institute’s market develop- 
ment committee now is studying 


possibilities for entering trade 
shows. Plans at present include, 
at least, a continued advertising 
campaign in such publications as 
Architectural Forum, Finish, Fur- 
niture Manufacturer, Modern In- 
dustry, Product Engineering, Re- 
tailing Home Furnishings, and 
Sweet’s Catalog, direct mailings, 
and participation in trade shows. 


Product Is Defined 


Most of the initial insertions last 
summer and fall did not neglect 
to carry definitions of porcelain 
enamel as a glass-like finish fused 
to metal at temperatures up to 
1800 degrees Fahrenheit. This was 
deemed necessary even for the in- 
dustrial clients the PEI members 
hope to serve. As members of the 
Enameled Utensil Manufacturers 
Council, which represents the hol- 
low ware or kitchen utensil seg- 
ment of the industry, have discov- 
ered in making plans to advertise 
to consumers, most people have 
come to think enamel coating 
means some kind of paint (AA, 
Feb. 26). 

Most plants in the industry rep- 
resented by Porcelain Enamel In- 
stitute make so-called flat ware 


Advertising Age, March 
for stove companies a; 
makers of heavy goods. 

PEI’s ads have consiste: *|y };, 
ed various attributes cla neg ¢, 
porcelain enamel—extre 
ability, acid and abrasi: 
ance, sanitation, ease in 
and color appeal. Applian ¢ m. 
ers are asked to send in (oy ¢, 
booklets on methods fo: 
ing metal parts to be 
enameled. 

Walker & Downing, P) isby,, 
agency, handles the accoint. ° 


Rename Business P:pe; 


With the spring, 1945, issy 
Plant - Production Directory, ¢, 
cago, Conover - Mast publicatio, 
will become Plant Purchasing p; 
rectory to clarify the director 
function to industry. Person 
and policy will remain unchang. 


Chubb Names Angus 


Chubb & Son, marine unde 
writer, New York, has placed 
advertising with Bruce Angus 44 
vertising Agency, New York. y 
dia will be newspapers, insurap 
trade journals, and marine py 
lications. 


There are farmers ... and farmers. As in any line of business, some are better than others. 
Rural bankers, like the cashier of the Twin Valley (Minn.) State Bank, know who the 
good ones are. Almost invariably, when a banker examines the subscription list of Capper’s 


Farmer in his community, he finds a roster of the top farmers. 


This class of readership in Capper’s Farmer is acquired and held through a highly selective 
editorial content which purposely avoids the “fringe” farmer and the rural dweller. Capper’s 
Farmer shapes its editorial policy to get—and hold—the family that farms for a living. To 
these, its editorial content is always useful—often vital. There are more than 1,200,000 such 


farm families in the rich farmlands of mid-America who read it. 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


harvesting a 25-acre sugar beet crop that will return him $3,125.00. 


Paul Brandt, a Capper’s Farmer subscriber near Twin Valley, 
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fone Vitamin 
idvertising Okay, 
ishbein Says 


New York, March 13.—‘*Much of 
he advertising of vitamins is defi- 
tely for the good of the public 
ealin, according to Dr. Morris 
‘Fisnbein, editor of the Journal 
’\\tsbupplllmme the American Medical Associa- 
Cunt, ~[on, and famed spokesman for the 


AMA. F ’ 
a) a tatement, published in the 
aper > ; D ae de 
urrent American Druggist, is in 


45, issy esponse to one of 20 questions 
CTY, ChifM@yout vitamins asked by John W. 
‘Olcatiogfif/-pherrin, editor of that maga- 
( ng Di 


‘Qualifying his statement, he 
aid.) “We need _ considerably 
re good advertising. Unfortu- 
ately the Federal Trade Com- 


gus jission requires too long a time 
© undelllm assemble its experts and its 
placed imgvidence to be effective against 
Lngus Admeped false, and exaggerated ad- 


ertising. The machinery and 
ersonnel of the FTC needs to be 
yodernized and speeded up.” 

In answer to another question, 


ork, M 
insuran 
rine py 


— 


NO MAKE BELIEVE—Strictly on the "solid" side is this gold record presented 
to Martin Block (right) by Wesley Edson, sales promotion manager of World 
Broadcasting, System, in appreciation of his contribution to the recording 
industry during the [Oth anniversary celebration of "Make Believe Ballroom" 
The program is heard mornings and evenings, 
Mondays through Saturdays. 


over WNEW, New York. 


as to whether or not the public 
has heard more half truths than 
whole truths for and against vita- 


mins, he replied: 
“In advertising to physicians, 
have emphasized 


manufacturers 
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scientific evidence. In advertis-|Cymmer Names D-F-S 


ing to the public there has been 
too much exaggerated interpreta- 
tion of evidence. Unquestionably 
many persons, as a result, have 
lost confidence.” 

As reported by ADVERTISING AGE 
recently, the AMA Journal and 
allied state medical journals do 
not accept advertising of most 
vitamin mixtures or any vitamins 
advertised to consumers (AA, 
Jan. 29). 

To other questions, Dr. Fishbein 
replied that vitamins are a drug 
rather than a food; vitamins 
should be dispensed only through 
drug stores; the vast majority of 
people in the U. S. do not need 
vitamin preparations; except for 
mixtures of vitamins A and D, and 
of the B vitamins, the mixtures of 
vitamins is “indiscriminate” for 
the most part; vitamins are harm- 
less except in rare cases and need 
not be sold only by prescription. 

Many doctors, he suggests, have 
little time at present to “inquire 
sufficiently into details of diet and 
eating habits” to determine 
whether patients suffer from vita- 
min deficiency, and “find it easy” 
to prescribe vitamins. 
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fm-were frozen 


WE COULD SELL SUBSCRIPTIONS TO 50,000 NEWCOMERS, 
INCREASE LINAGE GREATLY—IF WE HAD THE NEWSPRINT! 


of both news and features. 


uklaha 


THE OKLAHOMA PUBLISHING CO.: 
KVOR, COLORADO SPRINGS—KLZ, 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


_—___---—-- rr 


NOW MORE THAN 
260,000 


GREATER OKLAHOMA CITY 


OKLAHOMA CITY 


But we're frozen. "Way back in 1942 we decided 
that no additional subscribers could be served during 
the newsprint shortage . . . and that news columns should 
not fall below minimums adequate for thorough coverage 


We have had to do much streamlining to thus keep 
faith with Oklahoma’s largest newspaper audience. But 
by rationing space with consideration and fairness we 
have kept our ship in shape to provide smooth sailing 
for advertisers after the “Great Thaw.” 

The voyage will be worth the taking because never 
in Oklahoma history has our responsive circulation had 


such pent-up desires for new merchandise. 


the daily oklahoman 
ma cite 


THE FARMER-STOCKMAN—WkKY, 


~~ =~ 


Cummer Company, Brattleboro, 
Vt., division of Sterling Drug, Inc., 
has moved its account from Young 
& Rubicam to Dancer-Fitzgerald- 


| Sample, New York, for advertising 
of Energine cleaning fluid, lighter 


fluid and shoe white. Most of the 
$500,000 appropriation goes to net- 
work radio, with Energine pro- 
moted every weekday on the day- 
time serials “Amanda of Honey- 
moon Hill” on CBS and “Backstage 
Wife” on NBC. 


Mason Heads ‘GH’ Plan 


Joseph B. Mason has resigned 
as editor of American Builder, 
Simmons-Boardman publication, 
Chicago, to join the staff of Good 
Housekeeping, New York, as head 
of its newly-formed home build- 
ing department. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


j Yi Yy Yi ae 
Vf 


BUFFALO'S 


BLUE | 
NETWORK 
STATION 


5000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


A 


BUFFALO. 
BROADCASTING 
‘CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
Notional Representotive: FREE & PETERS, INC. 
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Andreas Feininger is an explorer. 


He discovers in subjects, commonplace to most photog- 


raphers, the unusual aspect... 


poetic feeling that opens for LIFE readers new vistas of 


the world about them. 


A student of architecture in Paris before he took up 
photography, Feininger is a master at catching moods of 
a mighty city, at interpreting the prodigious genius of U.S. 


builders. 


Designing his own photographic gadgets, Feininger is a 
persistent experimenter with new techniques. He 


has written twelve books on photography, ten of 


them technical. 


This kind of pioneering in photographic report- 
ing illustrates aptly LIFE’s forward-looking policy 
of bringing its 22,000,000 readers the latest and 
best examples of an ever-progressing art. It’s one 
reason sl.y no other magazine in history ever had so many 


readers every week. 


City lights in photographs were round, bright disks 


until Andreas Feininger developed a method of photo- 


graphing lights at night more nearly as they appear 
to the eve. To make this picture of New York’s 
George Washington Bridge, Feininger used a filter 
of ordinary window screen over the lens of his camera. 


invests his pictures with a 


Ws 


ern N 5 ; 
; : 


Abstract shapes and patterns of concrete things 
have a fascination for Feininger. So he had a field 
day when he was sent to photograph the construction 
of one of the Navy’s vast wooden hangars for blimps 
of the coastal patrol at an Eastern lighter-than-air 
base. This shot shows a wooden section being raised. 


ye 


camera looks out on a new word 


Basti apy ab eeeas +" ’ }: eit: 
: babes i pe: 35 oat ii 


This spectacular shot of New York’s skyline, | 
the city appears as rising out of the treeto 
taken by Feininger with a telescopic lens from 
of Great Notch Mountain near Paterson, N 
skyline is thirteen miles from the camera, th: 
house roof in the foreground is two miles 
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lhe Pay 45 Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direc: inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 
How would you like to try to sell en- 
tirely by mail, to war plants, equipment 
involving a new idea of serving hot foods 
to employes from a central kitchen per- 


A Large American 
Industrial War Plant 


Over 60,000 AerVoi 2 in War-effort 
Food Seruicing : KX 


AsVoil toasty and coticn corer 


VACUUM CAN COMPANY 25, Seth Moyne Ave. | Chicags 12, 


haps miles away? Looks like a real job, 
doesn’t it? 

Yet Vacuum Can Company of Chicago 
is doing just that and very successfully. 
It has sold the idea and its equipment to 
949 such war plants (10% of its mailing 
list), with many orders running between 
$5,000 and $10,000. It has no salesmen, 
dealers or jobbers—and no “trial offers,” 
“inspection before purchasing,” etc. Cus- 
tomers buy without seeing the product 
until they receive and open the ship- 
ments 
In the past two years it has used a few 


You Osapht toKuow . 


The appearance, several years ago, of 
an ad called “The Empty Room” for 
United States Rubber Company started 
something in wartime advertising. The 
strictly in the stream-of-consciousness 
copy packed a wallop and garnered rec- 
ognition for its spon- 


Vernon Welsh. 

‘That was the begin- 
ning of the “inspira- 
ional” era in copywrit- 
ing, an era which Vern 
Welsh has probably 
fone as much to estab- 
lish as anyone else. 
et thinks it’s a far 
Ty ‘rom his early ef- 
orts io the series he is 
urrently turning out for Nash-Kelvina- 
or C\rporation. 


Vernon Welsh 


It’: an even farther cry from his pres- 
) as vice-president and copy di- 
of Geyer, Cornell & Newell, to his 
‘ssful fledgling attempts to prove 
a copywriter. 
s advertising career began when 
still at Dartmouth. He ran an 
sing agency which collected 15% 
he publication and 15% from the 
Try that on your cash register. 
graduation, he and a friend sold 
editions of the classics. This ven- 
ecame even more limited on the 
* it his friend’s fathez, a famous in- 
4st: list, walked into the office and 
— 1, “Who the hell wants to read a 


power of that suggestion forced 
after a hiatus of several months, 
of the sales staff of a General Elec- 
“iC “ stributor, He learned that the best 
' sell home appliances is to avoid 


industrial publications for space adver- 
tising but even here the resulting in- 
quiries are handled entirely by mail. 

Its 20 active mailing lists were com- 
piled for the most part by the company 
itself. Its biggest (and now most active) 
list comprises about 10,000 plants doing 
war production, while its second largest 
list, about 3,000, is of mental institutions. 

The first mailing to any list tries, not 
for an order, but for a live inquiry. This 
inquiry is followed up at about 30-day 
intervals by four mailings—then at in- 
tervals after that. 

Interestingly, the mailings to get in- 
quiries do not usually contain any letter 
but only folders and an inquiry reply 
card. The follow-up mailings to inquiries 
do contain individually typed letters— 
and a mass of attractive literature. In 
one such reply I counted 14 printed pieces 
(several of 4 pages) and a price list as 
well as a two-page letter. Another had 
a one-page letter, five printed pieces and 
a price list. The large number of en- 
closures is necessary because the com- 
pany offers a number of different items, 
any one of which may interest the pros- 
pect. 

All mail goes in sealed, first-class en- 
velopes with stamps. Mailing permit and 
postage metered, as well as third-class 
mail, have not worked well. Attractive 
illustrated and colored inquiry cards have 
brought larger returns than plain black- 
and-white type cards. Color and pictures 
are used effectively on most printed 
pieces, 

Every reply card and every printed 
piece carries a key number and frequently 
a card comes back a year or more after 
it is mailed. Wisely, each inquiry card 
carries much of the story so it still has 
selling power if the printed material sent 
out with it is destroyed or misplaced. 


e eVernon Welsh 


the front door and go around and sit on 
the kitchen steps. He also learned that 
a family of three (he had got himself 
married) could live on a continuous diet 
of baked beans and 15-cent movies. 

During this period he became _inti- 
mately acquainted with all the best chairs 
in the waiting rooms of every advertis- 
ing agency.in New York City. Ever 
since then he has shied away from appli- 
cation blanks, and has despised that na- 
tional anthem of dismissal, ‘“‘we will keep 
your name on file.” 

He was eventually offered a job at $13 
a week to carry the mail in a large 
agency. There was no future and prac- 
tically no present in the job, and Vern 
alienated his first agency vice-president 
by informing him that he was married 
and had a wife and child to support, that 
he was not a mail man but a copywriter. 

To prove this, he joined a small agency 
on the basis of “I’ll work for nothing.” 
Two years later he wrote 15 pieces of 
copy on five different accounts, had them 
mounted in a slick presentation and got 
himself a new job at twice his old salary. 

Welsh has nine years of solid copywrit- 
ing behind him, the last five and a half 
as copy chief of Campbell-Ewald, New 
York, and as copy director of Geyer, 
Cornell & Newell, where he has been for 
a little more than two years. 

Just how many Nash cars, or Kelvin- 
ator refrigerators Welsh’s copy might 
sell, is, of course, an abstract question 
at this point. But the rise in Nash-Kel- 
vinator prestige is a concrete fact, and 
the public is probably more conscious of 
the brand name than at any other time 
in the company’s history. 

This is due, in part, according to Welsh, 
‘o the broader viewpoint of the com- 
pany’s leading executives and he feels 


that the campaign marks the first in- 
stance of a corporation becoming a social 
entity. He claims that Nash-Kelvinator 
advertising contains no brag advertising, 
that even when its contribution to the 
war effort is mentioned it is generally 
limited to less than 100 words. 

That this is in line with the service- 
men’s pet gripe is evidenced by the 99% 
favorable response to the ads. A fair 
amount of this comes from soldiers and 
sailors overseas. 

It is the latter mail which is impor- 
tant to Welsh because certain quarters 
have labeled his copy “reactionary” or 
“rightist propaganda.” These critics say 
that the ads are political idealogy rather 
than advertising, bridle at such phrases 
as “Home—where I want unchanged, 
just as I remember them now, all the 


things that I hold dear’; or “I want to 
come back to the same America I left 
behind me ... where our way of liv- 
ing has always brought us new and better 
things. ...” 

Unfortunately for the critics, Vern’s 
copy has been based on the conversa- 
tion of the hundred or more combat vet- 
erans to whom he talked while working 
on the Army Air Forces account and on 
letters he receives from men overseas. 
He mirrors these thoughts in his copy 
and as they change, the copy theme 
changes, so that it achieves a timely 
angle. 

Further proof of the popularity of the 
ads is that upwards of 500,000 requests 
for reprints have been received. This is 
due, perhaps, to the fact that Welsh’s 
copy says what most people are hoping. 


lhe Creative Wan Corner 


I 


The brightest thing in most postwar in- 
dustrial plans is the gleam of 120 billions 
of dollars in savings piled up in banks and 
war bonds. Yet neither an industry nor 
any individual company in any industry 
has spoken in more than a whisper to try 
to insure those billions of purchasing 
power against the deflation that inflation 
means. 

In no instance that we know has it been 
pointed out forcefully that the existence 
today of black markets in food and gaso- 
line and cigarets are symptoms of a can- 
cer that needs attention now. 

This is a job for advertising much more 
vital than the promise of postwar miracu- 
lous machines. 


II 


Anyone interested in railroad advertis- 
ing, or in institutional advertising gen- 
erally, will do well to secure a copy of 
Advertising a Railroad at War, a review of 
the several national and local campaigns 
of the Southern Pacific Company (San 
Francisco) in 1944. 

With almost none of the stuffy satis- 
faction that puffs out so much institu- 
tional copy, Southern Pacific has used 
magazine and newspaper advertisements, 
painted bulletins and posters, booklets and 
folders, and a network radio program to 
explain with clarity and occasional high, 
good humor a great railroad’s wartime 
operation and some of its problems. 

Posters addressed to personnel and a 
series of small, highly individualized help 
wanted advertisements are both unusual 
and unusually compelling. 


Ill 
Great advertising ideas, as every earn- 
est copywriter knows, seldom are easy to 
come by. For every brilliant campaign 
that flashes into mind like lightning there 


are hundreds that are painstakingly dug 
out. 

Still, many writers try so hard to make 
lightning strike again and again that they 
soon find themselves unable to dig. The 
result is mediocre advertising and short, 
sad careers. 

IV 

One of the very best copy men we 
know insists the difficulty with most writ- 
ers is that they rarely feed their brains. 
They keep on taking ideas out and all too 
seldom put any in. 

We couldn’t help thinking about this 
last night when we laid down John Stein- 
beck’s “Cannery Row.” We wanted to 
start right then to rewrite every ad in 
the shop, to rub out the old, tired phrases, 
to sharpen up every line, to make each 
paragraph cut sharp and deep. 

V 

One of these days we’re going to ask 
all of our copywriters how long it is since 
they’ve looked into ‘‘The Odyssey” or 
“The Iliad” or “Vanity Fair” or “Tom 
Jones” or read anything by Dumas or 
Dickens or Mark Twain or Tolstoy ... 
or John Dos Passos or Willa Cather. 

We’re going to see how many have 
ever heard of Lafcadio Hearn. 


Vi 

With the tendency growing to put more 
and more words on posters, and cuter and 
cuter pictures, the newest Heinz ketchup 
board stands out in bold relief. With only 
the words RED MAGIC it tells everything 
two dozen could about the spicy tomato 
sauce pouring onto a stew. 

There are only four words on the board. 
And neither a boy nor a dog. 

Words and pictures on a poster should 
be seen as one and so conceived. Re- 
cently, we think, the great majority of 
posters have been straight production 
jobs—assemblies, if you please. 
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Jretty 
as a 
picture! 


Thats San Deegos tales oitlook 


fee the years. ahead 


This “pretty picture” is based on San Diego’s outstand- 
ing year ‘round tourist attraction, expanding agricul- 
tural and fishing wealth, industrial growth created by a 
half million county population, strategic postwar naval 
and military installations and a reputation for a substan- 
tial population increase 


every census since official 
figures were available. 


Include San Diego in your 
future sales plans. The 
Union and Tribune-Sun 
will help do the selling job! 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York e Chicago e Denver e Seattle 
Portiand « San Francisco e Los Angeles 


aa. 
o 


TRIBUNE - SUN 


Union-Tribune Publishing Co. 
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Nationwide Use of 
Small Businesses’ 


Books Possible 


Okay Budget for 
Printing; to Sell 
for 25-40 Cents 


Washington, March 14.— Gar- 
nished with Congressional praise 
for its aid to business and the war 
effort, the Bureau of Foreign and 
Domestic Commerce emerged from 
the House appropriations commit- 
tee today with a recommended 
budget for 1946 sufficiently high to 
permit nationwide distribution of 
the new series of 19 books on the 
operation of small businesses. 
Originally prepared for the 
Armed Forces Institute, for use by 
servicemen anxious to enter busi- 
ness after the war, the 19 books 
are to be reprinted by Commerce, 
and sold to business organizations 


and trade associations interested 
in using them for private purposes. 
Several of the books are already 
in galley-procf form at the War 
Department, and distribution of 
the series is expected to begin 
through special service officers of 
both Army and Navy soon. The 
books are offered by the Armed 
Forces Institute as part of its study 
courses for men in service. 


Army Asked for Books 


Written at the request of the 
Army, the books were prepared by 
Department of Commerce staff 
people in cooperation with trade 
association and industrv execu- 
tives. They deal with the specific 
problems involved in the creation 
and operation of a small business, 
and ‘emphasize the preparations 
and training necessary for success. 

According to the latest informa- 
tion, books already completed deal 
with shoe repair shops, grocery 
stores, metal working shops, paint- 
ing contracting businesses, sawmill 
operation, electrical appliance 
business and radio shops, real 
estate and insurance, retail bakery, 
auto repair, building contracting, 
beauty parlor, hardware stores and 
service stations. Books are in 
preparation on apparel stores, gen- 


. 
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eral merchandise stores anc |ayp. 
dries, while books on dry Cl: nin, 
shops, restaurants and plu bin; 
and heating shops are plann q. ~ 

After books have been } inte, 
for the armed forces, the late 
will be turned over to the D. par. 
ment of Commerce, and add. iong 
copies will be run for gener) dis. 
tribution. The books will s:\| fo, 
25 to 40 cents each. 

In explaining the plan, depart. 
ment officials said trade <:oup; 
and corporations have alreac y ip. 
dicated their need for many thoy. 
sands of copies for their dealey; 
and distributors. As an example 
they said that the American Hank. 
ers Association may distribute 
90,000. 

Officials said that a special book. 
let, “Starting a Business of Yoy 
Own,” may be distributed to dis. 
charged servicemen at Army sep- 
aration centers to call their atten. 
tion to the opportunities in busj- 
ness. Specific questions would be 
answered at Department of Com- 
merce field offices. 


New ‘Parade’ Client 
Starting Sept. 16 the Indianap- 


olis Star will distribute Parade 
with its regular Sunday edition. 


to VOLUME ADVERTISERS 


The Lake Shore Electrotype Company furnishes: 


e Direct Pressure Mats 


Complete Shipping Facilities to Your Dealers 


Advisory Service on mechanics for good mat reproduction 


e Speed, quality, dependability, and individual attention 


given to every order 


418 SOUTH 
MARKET ST. 


CHICAGO 7 
WAB. 3304 


war ends, 


An estimated 74,000,000 car pro- 
duction during the first ten post- 
war years, means employment and 
payrolls such as few states have ever 


known! 


Michigan led the country in indus- 
trial activity, following the First 
World War, and all signs point to 
| a similar condition as soon as this 


Hitech your postwar sales planning 


One of Your Biggest Postwar Markets! 


Michigan Newspapers with a min- 


to the “Automobile State” .. . with 
schedules in the eight Booth Michi- 


gan Newspapers. Total daily circu- 
lation, over three hundred and fifty 


thousand copies. 


Even today, under wartime diffi- 


mum of schedule restrictions. 


For more information on Booth Markets, . °% 


Dan A. Carroll. 110 East 42nd Stre«. 


New York City 17 


culties, you can advertise in Booth 
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John E. Lutz, 435 N. Michigan Ave 


Chieago Il 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETT 
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Sherry, Port, 
duced by the growers themselves fr: 
their own vineyards, raced the finest 


ianap- 
arade 
dition. 


Growers Old Reserve 


a WINES 


BOUQUET —"“'Scent-inel" is the key 

word in @ mew campaign carried in 

California newspapers for Growers Old 

Reserve wines produced by California 

Growers Wineries, Cutler, Cal. Brisa- 

cher, Van Norden & Staff, San Fran- 
cisco, is the agency. 


Roosevelt Names 
Charles R. Denny 
to FCC Post 


Washington, March 14.—Presi- 
lent Roosevelt today named youth- 
ful FCC General Counsel Charles 
R. Denny Jr., for promotion to 

the vacancy on the commission 
left by T. A. M. Craven when he 
retired at the expiration of his 
erm last June. 

Promotion of Mr. Denny repre- 
sents the second merit appoint- 
ment to the FCC within a year, an 
arlier one being the elevation of 
the commission’s chief engineer, 
E, K. Jett, a political “independ- 
ent. 

{ With the Denny appointment, 
Mr. Roosevelt has filled three FCC 
vacancies in a year, the third be- 
ing the appointment of Paul A. 
Porter, former director of infor- 
lation of the Democratic Na- 


James Lawrence Fly. 

Vigorous and liberal, Mr. Denny 
came to the FCC as assistant gen- 
eral counsel from the Department 
of Justice in February, 1942. With- 
Ina few months he became general 
counsel. He distinguished himself 
in defending the commission dur- 
ing the so-called “Cox committee 
Investigation,” and again as the 
prganizer of the recently complet- 
ed allocations hearings. 

Born in Baltimore in 1912, he 
a a graduate of Amherst and 
me ervard Law School. From 1938 
pO 1942 he was chief of the ap- 
pellant section of the Department 

Justice lands division. 


Berke to Hartman 


LUT i Berke Brothers Distilleries, Bos- 
~~ as named L. Hartman 
TY 


ny, New York, to handle 


adve:‘ising for gins and whiskies. 


"LOOK IT UP in 
eB the MARKET DATA BOOK! 


ve 


* 

‘ NSUMIER MARKETS EDITION 
e 

‘SIMESS PUBLICATIONS EDITION 


tional Committee, as successor to | 


Johnston Advanced 
* + ’ 
by ‘Birmingham News 
Henry P. Johnston, general 
manager of WSGN, Birmingham, 
Ala., for the past eight years, and 
vice-president of the Birmingham 
News Company, operator of the 
station, has been elected execu- 
tive vice-president of the news 
company. Other officers elected 
were: Ruth Lawson Hanson, chair- 
man of the board; James E. Chap- 
pell, president and general man- 
ager; Clarence B. Hanson Jr., pub- 
lisher and vice-president, and John 
C. Clark, secretary and treasurer. 


R&R Ups Copywriters 
Thomas F. Brennan and Alfred 
Eichler have been appointed as- 
sociate copy directors of Ruthrauff 
& Ryan, New York. Both have 
been members of the copy staff. 


Army Using AFA 
Ad Job Study 
to Aid Vets 


New York, March 13.—A com- 
prehensive analysis of the many 
types of jobs in the advertising 
field, and of the functions of each, 
prepared several years ago by the 
Advertising Federation of America, 
is being distributed in booklet 
form by the U. S. Army to return- 
ing soldiers seeking job guidance. 

The AFA analysis was published 
by Science Research Associates in 
the 48-page booklet, “Advertising 
as an Occupation,’ written by 
Edwin W. Davis. The Army has 
ordered a substantial number of 
the booklets. 

AFA officials here who have 
been doing preliminary work in 


Army hospitals, giving advice on 
advertising jobs to servicemen who 
will be discharged through the 
hospitals, report that Army offi- 
cials have encouraged their work 
and are considering its extension 
on a national scale. 


ABC Board to Meet 


Directors of the Audit Bureau 
of Circulations will meet in New 
York April 20, to discuss, among 
other business, the question of 
holding an annual meeting in Oc- 
tober. 


Interchemical to] F&S&R 


Interchemical Corporation, New 
York, has appointed Fuller & 
Smith & Ross, New York, as its 
agency for all divisions, excluding 
trade sales. The 
formerly handled direct. 


account was | 


39 
Winds Up Ad Year 


During the 1944-45 advertising 
campaign of the New York State 
Department of Commerce, 20,000 
requests were received for its in- 
formative booklet on industrial 
advantages of the state, offered 
free in newspaper and magazine 
ads. The booklet, brought up to 
date, will be featured in next 
year’s drive, appropriation for 
which will be voted on by the 
state legislature soon. Duane 
Jones Company is the agency. 


“SELLING SIMPLIFIED" 


By Leon Epstein, Sales Counsel 
This stimulating series of pocket-size ‘‘refresher’’ 
booklets will help you sell. Several hundred thou- 
sand copies already distributed by executives to 
salesmea and customers; as enclosure and give- 
Available titles: (1) How to 


Glasses, 
| Time, 6) Man Alive, 
title of the series. Complete set of seven, $1.35. 
| Any five titles, $1.00. Single copies, 25 cents each. 
| Sales Research Institute, 55 W. 44th St., N. Y. C. 


pects’ visitors. 


Rarely Seef on reception room tables, NPN 
usually goes direct to management desks 
or homes. NPN goes to work on your 
prospects right away, not on your pros- 


edition—their 


Two approaches to oil's technical men are 


available to NPN 
reach their business ear in the weekly news 
engineering ear in the 
monthly refinery section. 


THE NEWSMAGAZINE 
FOR OIL MANAGEMENT MEN 


Postwar planning by the petroleum industry 
involves the expenditure of millions in 
everything from giant refineries to pumps 
for service stations. The management men 
who will make the buying decisions in 
this vast program are readers of National 
Petroleum News. 


eruse ae 


Daily oil news 


advertisers. You can Oilgram 


OlL 


Questions 


regarding 


requires a 
complete and alert coverage also is the 
backbone of each week’s issue of National 
Petroleum News. 


Plath — 
DIRECTORY 


Aft st 
ar-Oil COMMUNICATION SERVICES 


wartime oil 


g1LGRAM 


at $110 per year in Platt’s 
large staff whose 


gs 


UL MANAG EF Ge i wines ae 


committees, government 


bureaus and departments are answered in Platt’s Oil Directory 


and Oilmanac. For oilmen 


accuracy 


who 
whether in directory or 


NPN’s 


issue—is_ vital 


make decisions, 


weekly 
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40 
publications now reporting carried 


Farm Magazines |27,398 lines, up 32.8% over Feb- 
Make 3% Ad Gain [232% wit Ss wien =m 
: in March Issues 


Semi-monthly farm publications 
reporting for February were up 
p : '9.2% in total linage, carrying 606,- 
r A Chicago, March 15.— Although | 890 lines as compared with 555,- 

the gain was not as sharp as for 892 lines a year ago. February 

the previous month, March farm | pi-weeklies ran 93,335 lines, up 

| 7 mare eee te chalk uP |7.4% over the 86,872 lines of 44. 

advances in advertising linage,| February dailies, with 247,643 

' pe teva to — gecesi ag AGE | lines, fell 3.9% below their 1944 
abu on. or 9 ney | total, 257,553 lines. 

carried 314,106 lines, a 3% gain | "nie farm pildieaiignn the 

over the 305,097 lines carried in majority of them for February 

: March, 1944. issues, reported a total of 332,413 

March issues of monthly farm |]ines, up 7.1% over the comparable 
publications carried a _ total of | 4944 figure, 310,519. 


392,655 lines, up 7.2% ye! similar 
issues of a year ago, which ran 
366,206 lines. February monthly To Bozell & Jacobs 
The Chicago office of Bozell & 
Jacobs has been appointed agency 
for the Deer Park Baking Com- 
pany, Chicago. Nathan E. Jacobs 


eR \ a A / a ae 
ANGERS are BUYERD 


te eral 


GR Grange the & is account executive. 

me Sell 72-0h gon, Washington. Ldahe, ita . - 

e tore campaign at one io km GROUP t Joins De Lisser 

PACIFIC GRANGE TTT Arthur L. De Weerdt, who has 

& Mi ym. Hastie, NewYork re é been with National Newspaper 
; — Deacon A. cott, Pacific Coast and Mi Service, Chicago, has joined the 
/ om Ry. Chicago office of De Lisser, Inc., 
publishers’ representative. 


| YOU MAY BE ABLE TO HIGH JUMP 
6 FEET 11 INCHES *— 


BUT~_~you can’t cet 
OVER THAT WALL OF “FADING” 
INTO WESTERN MICHIGAN! 


Those harnessed-lightning 50,000-watters in Chicago 
or Detroit should reach Western Michigan very 
easily, sure! But they don’t. A queer local condi- 
tion fades-out their signals. To reach this area ade- 
quately broadcasts must come from inside-the-wall. 


So listeners here very naturally tune to near-by 
stations—and, as in all other markets, the best- 
programmed stations get the audience. 


In Kalamazoo, Battle Creek and Greater Western 
Michigan, that station is WKZO, serving eighteen 
counties with a daytime population of 630,762 peo- 
ple. In Grand Rapids and Kent County, it’s WJEF. 
serving a quarter-million people with the most 
favorable frequency in the market (1230 KC). Both 
WKZO and WJEF are CBS. Both are programmed 
for their specific areas. Both are owned by the 
Fetzer Broadcasting Co., and are sold in combina- 
tion at a bargain rate per thousand radio homes. 
Together they offer complete coverage of Western 
Michigan. 


Let us send you the whole story—or just ask Free 
& Peters! 


Lester 


Steers 


vs 
$-FOR GRAND RAP! 
” AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Free & Peters, Inc., Exclusive National Representatives 


re Se 
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Commercial Cr 
Display I bie 
Excluding Ey ty 
Poultry, Pp ng 
Livestock L é 
-—— Total Advertising ——, and Classified -—— Total Advertising ——, and - 
1945. ->—-1944-—,__ 1945 1944 ——1945——,. ——1944-___ 194 1944 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lins rade 
FARM MAGAZINES Indiana Farmer's 41Neg 
| RR Se 32.6 25,579 26.8 20,989 19,07 4 
Capper’s Farmer.... 43.2 29,390 45.9 31,245 27,735 29,593 Kansas Farmer ... 33.3 25,274 29.8 22,674 18.38 e's 
Country Gentleman. 66.6 45,306 65.6 44,625 42,638 41,964 Michigan Farmer... 41.3 31,716 33.8 25,939 30,90 fe 
Farm Journal & Missouri Farmer 5.6 4,341 4.7 3,699 3,72 219 
Farmer’s Wife 68.4 29,338 64.8 27,787 27,671 25,674 | Missouri Ruralist... 27.9 21,177 26.9 20,451 17571 1:5 
Progressive Farmer: Montana Farmer 39.0 29,479 36.5 27,848 21,91 0.49 
Carolina-Va. Nebraska Farmer... 51.1 38,646 37.8 28,611 32,02 “ass 
Sap 44.0 32,042 40.5 29,510 29,711 27,175 New England , 
Ga.-Ala.-Fla. Homestead ...... 42.5 29,741 42.4 29,657 24.6: 4 
rer 44.2 32,213 40.5 29,472 29,864 26,984 Ohio Farmer ...... 45.6 35,001 41.0 31,469 33.88 a an 
Ky.-Tenn. Edition 43.6 31,761 40.5 29,545 29,415 27,421 Oregon Farmer 38.1 28,821 33.3 26,284 27,31 a 
Miss.-La,-Ark. Oregon Grange 
eee 42.2 30,770 39.1 28,440 28,353 26,175 0) rr 13.9 15,022 12.4 13,440 15,02 44 
Texas Edition 43.6 31,732 40.7 29,674 29,066 26,963 Pennsylvania Farmer 41.0 31,490 34.3 26,357 30.561 eg 
*In all 5 Editions 36.9 26,918 34.8 25,381 25,338 23,814 | Utah Farmer ..... 24.6 18,608 22.7 17,190 12,8 11.66 
*Aver. 5 Editions 43.5 31,703 40.3 29,328 29,282 26,944 Wallaces’ Farmer & : 
Southern Agricul- Iowa Homestead... 64.4 50,502 58.9 46,179 41,304 Ts 
eT See re 28.0 19,570 32.9 23,027 18,486 21,503 Washington Farmer. 38.8 29,369 34.5 26,092 27.864 94 '¢ 
Successful Farming. 71.1 31,984 70.6 31,772 29,472 29,274 *Western Dairy . 
— —_ — — SOURMBE civic. dce. = ee 2 ) ie Pe 
Total Group...... 494.9 314,106 481.1 305,097 292,406 282,726 Western Livestock 
FARM PAPERS Fe at Te 75.8 31,245 91.3 38,357 13,059 14. 
Wisconsin Agricul- 
Monthlies 3). en ere ee 46.9 36,755 44.8 35,154 32,485 19) 
Agricultural Lead- — — -— ————- -——_ me 
Ore Dimest 2s. 38.3 7,497 28.8 5,635 7,497 5,635 | Total Group..... 825.4 606,890 764.6 555,892 513,771 466.7; 
American Fruit Bi-W eeklies—February 
VOWEE wives givens 25.4 10,915 19.1 8,177 10,682 7,891 American Agricul- 
American Poultry TT. faced eedeae 31.2 22,768 30.9 22,484 19,465 18.999 
Journal: California Cultivator 35.8 27,069 30.9 23,340 23,553 20,54 
Eastern Edition... 57.3 24,594 657.8 24,792 12,397 12,162 aDairyman’s League 
Central Edition... 46.2 19,829 47.1 20,197 10,617 10,164 Ary Fer 3.7 2,711 3.5 2,539 1,417 312 
Western Edition... 35.5 15,223 35.8 15,341 9,876 9,216 Prairie Farmer..... 56.0 40,787 5 38,509 32,361 30,457 
*In all 3 Editions. 31.8 13,643 31.1 13,354 9,574 8,858 — a — — Ss : 
Bétter Fruit ...... Rtas 7,459 13.5 5,693 7,459 5,693 Total Group...... 126.7 98,335 118.2 86,872 76,796 70,97 
Breeder’s Gazette... 24.2 10,878 23.5 10,585 9,153 8,800 Weeklies—February 
California Citrograph 17.0 11,242 15.0 9,926 11,242 9,926 Weekly Kansas City 
Carolina Co-operator 5.0 2,117 3.9 1,637 1,791 1,420 ee « entdawercme de 16.7 41,187 138.5 33,287 29,467 24.06 
Cattleman, The 101.6 42.672 76.8 32,278 23,594 15,086 — — — — ‘i 
Cooperative Digest.. 21.5 4,515 10.8 2,467 4,515 2,467 Total Group...... 16.7 41,187 13.5 33,237 29,467 24,06 
Electricity on the Dailies—February 
Farm Ee 19.8 7,078 11.2 3,986 7,078 8,986 Chicago Daily Drov- 
Farm and Ranch.. 32.1 24,301 31.3 23,723 20,340 19,622 ers Journal , 27.5 58,556 29.4 62,582 31,768 9 94 
Farmer-Stockman... 21.0 15,805 22.4 16,929 15,058 15,426 Kansas City Daily he for 
Florida Grower ... 15.3 10,482 11.3 7,663 9,922 7,263 tg age oy 34.1 72,619 34.1 72,660 41,369 40,6 mn s 
ce *ky Farmers’ Omaha Daily Jour- geo. 
“oo . samen 17.5 13,680 17.0 18,819 12,162 11,489 nal-Stockman .. 33.7 71,759 37.1 78,966 41,615 41,0: oun 
Michigan Farm News 1.5 3,528 1.5 ,724 3,432 3,634 St. Louis Daily Live he sta 
National Live Stock Stock Reporter 21.0 44,709 20.3 43,345 30,209 23,47 In 1 
>r Sa 6.7 12,175 10.8 7,890 12,069 7,772 - SO 7 
New Jane ‘Farm Total Group.. 116.3 247,643 120.9 257,553 144,961 137,3 elegr¢ 
and Garden ate sis 41.8 18,812 39.4 17,708 16,844 15,762 a ngs sp 
Ohio Farm Bureau *Not included in totals. Jorald 
are ee 17.3 7,776 14.3 6,424 7,450 6,124 aTwo issues 1945; 3 issues 1944, lig 
Poultry Tribune: . Ngnlg 
ate Edition... 71.6 30,753 74.9 32,169 16,235 17,216 CANADIAN fay 
Central Edition... 58.3 25,031 61.5 26,387 14,688 15,349 aCanadian Country- nace 1 
Western Edition... 44.7 19,208 49.7 21,355 12,433 13,314 see E eer y Cee 35.9 25,118 30.0 21,006 19,112 16,61 : rian 
Pacific Edition.... 44.4 19,058 654.1 23,230 12,142 14,176 Country Guide, The 35.9 25,857 30.0 21,613 25,857 20,88 mM | 
*In all 4 Editions 39.6 17,020 43.0 18,461 11,895 12,728 aFamily Herald & Daily 
Southern Farmer... 4.7 3,772 6.0 4,816 3,772 4,816 Weekly Star: Casu 
Southern Planter $4.7 24,305 28.8 20,155 22,391 17,647 Eastern Edition.. 61.7 61,858 62.2 62,242 39,515 41 b half 
—— ~-- = — - — eae Western Edition.. 52. 52,353 61.9 51,857 36,903 38, pe 
Total Group...... 831.1 392,655 766.3 366,206 294,839 262,056 Farm & Ranch ; 0 list 
Monthlies—February | FRGVIGW 5 ik s seeds 23.8 17,151 20.4 14,703 15,815 13 reve 
| Arkansas Farmer... 14.6 11,039 10.9 8,245 11,039 8,245 aFarmer’s Advocate F Detroit 
Idaho Granger .... 9.8 10,682 + Pe 8,364 10,682 8,364 & Home Magazine 82. 22.569 36.5 25,47 16,819 21,1 4 
Nation’s Agriculture 12.6 5,677 $.4 4,029 5,677 4,029 aFarmer’s Magazine 27.1 18,961 20.1 14,043 16,695 11,9 lumn 
— - osname Gan a: Free Press Prairie Battle 
Total Group...... 37.0 27,398 26.7 20,638 27,398 20,638 yy er er ere 80.7 88,808 72.3 79,572 46,110 13,37. laily ; 
Semi-Monthly—February aWestern Producer. 18.5 19,743 18.7 20,004 16,120 183 ag we . 
Dakota Farmer ... 35.2 27,192 29.7 22,936 27,192 22,936 | " ea cated ~ ia col 
Farmer, The ....;. 50.1 9,255 54.2 42,473 31,018 5s Total Group...... 368.3 332,413 342.1 310,519 232,94¢ pper 
Hoard’s Dairyman.. 39.3 3 35.6 25,933 25,581 23, —— ned di 
Idaho Farmer ..... 38.4 33.2 25,160 27,399 23,263 aFebruary linage. igh] 
gt 
| ‘ ey wa 
= fining Company (motor oil), and | Roca-Radiadores. Dividends re- HiFines- 
47 Advertisers U. S. Rubber Company, Calvert | ceived from foreign subsidiaries in Mason 
Distillers Corporation, Frankfort | England, Spain and Mexico, and Hho, +. 
Enter ARF 6-Day Distilleries Corporation, and Kin-/|included in income, aggregated The 
sey Distilling Company compose | $343,940. lumbe1 
Test in Troy the distillers group; Marlin Fire- —_ aily < 
. . 
arms Company (Marlin blades) | American Home Products §zrar 
New York, March 15.—A total|and Personna Blade Company the ‘A4 Sales Ri 179 Ind ab 
of 47 advertisers—almost half of | razor blade advertisers, Reader’s S mise ° s abou 


them in the automotive and food 
fields—plan to participate in the 
special six-day study of the Troy 
Times Record which is being con- 
ducted by the Advertising Re- 
search Foundation next week, 
March 19-24, in the continuing 
study of newspaper reading. A. W. 
Lehmann, managing director of 
the Foundation, has announced. 

Fourteen food products manu- 
facturers, seven automotive, three 
whisky, two razer blade, two pub- 
lishing, and 11 advertisers in mis- 
cellaneous fields have been ad- 
mitted to the study which will be 
the ARF’s first complete reader- 
ship study of one newspaper for 
six consecutive week days (AA. 
Feb. 5). 

The food advertisers include 
Best Foods (H-O Oats & Presto 
Cake flour), Borden Company 
(Eagle brand milk), California 
Packing Corporation (Del Monte 
coffee), R. B. Davis Company 
(Cocomalt), General Baking Com- 
pany (bakery products). General 
Mills (Cheerioats and Softasilk), 
G. F. Heublein & Bro. (A-1 sauce). 
John F. Jelke Company (Good 
Luck margarine), Land O’Lakes 
Creameries. Inc., Pillsbury Flour 
|Mills. Quaker Oats Company 
(Aunt Jemima pancake flour and 
Mother’s Oats). Rumford Chem- 
ical Works (Rumford and Hearth 
|Bran baking powders). Standard 


Brands (various products), and 
|S. B. Thomas, Inc., (English muf- 
fins). 


| Chrysler, Packard “In” 


Advertisers in the automotive 
and allied fields are Chrysler Cor- 
poration, B. F. Goodrich Company, 
Goodyear Tire & Rubber Company, 
Packard Motor Car Company, 


| Shell Oil Company, Sinclair Re-j|terests in its Spanish subsidiary, 


| 


Digest and Sports Afield Publish- 
ing Company, the publishers. 
Other advertisers participating 
in the study are Aluminum Com- 
pany of America, American Fat 
Salvage Committee, P. Ballantine 
& Son, Calgon, Inc.. (water soft- 
ener), Du Pont (paints), General 
Motors Corporation (Frigidaire), 
International Nickel Company, 
McKee Glass (glassbake wares), 
New York Central Railroad, New 
York Telephone Company, and 
Rose-Derry Mattress Company. 


Chicago Art Directors 


Will Exhibit Ad Art 


The Art Directors Club of Chi- 
cago will hold its annual exhibit 
of advertising art at the Art In- 
stitute May 1-31. Work done by 
artists. agencies, etc.. in the area 
from Pittsburgh to Denver, or for 
clients in the area, may be entered. 
A special award of a gold medal 


‘for the outstanding work of the 
| show, 


as well as several other 
awards, will be made at the an- 
nual award dinner at the Pelmer 
House, Chicago. April 30. Ken 
White, Foote, Cone & Belding, is 
chairman of the exhibition com- 
mittee. 


Radiator Sales Up 12°/, 
Net sales in 1944 for American 
Radiator & Standard Sanitary Cor 
poration, Pittsburgh, 
886.017. an increase of 12% 


over | 


the $124,057.703 volume of the pre- | 


vious year, Henry M. Reed, chair- 
man of the board, informed stock- 
holders. Net income was $6,731.- 
735. compared with $5,429,431 for 
1943. The 1944 net includes the 
non-recurring profit of $1,260,108 
on the sale of the company’s in- 


Gross sales in 1944 of $105, 
090,905, representing a 17.1% in- 
crease over the $89,743,662 figure 
for 1943, were announced las! 
week by American Home Products 
Corporation, New York. This 
was the 1lth successive year IN 
which volume increased, the over- 
all increase since 1935 _ being 
513.9%. Net income for 1944 to- 
taled $5,132,410, compared with 4 
1943 figure of $4,896,244. 


Total government business 1 
1944— involving contracts for pen- 
icillin, processed blood p!asma 
quinacrine hydrochloride, <ulfa 
and other war drugs, foods an 
supplies—amounted to = approxl- gent 
mately 14% of the corpor®'.ons MBluded 
gross sales, showing a decre*se 0! rp 
about 1% from the previous eal. Mpertis 

tie 
To Bozell & Jacobs 

The Chicago office of Bo: |! & 
Jacobs has been appoint as 
agency for Hawthorne-M. ody An 


Farms Dairy, Chicago. Ra 
F. Smythe is account execu 


. 
| 
| Agricultural Leaders’ Digest serves form 
| and farm home market —a buying °? 
| 15 billions in 1943. This farm po ‘atie" 
~ | of over 60,000,000 is served & oboM | 
were $138,- | 28,000 official extension and vo »tioné 
leaders — men and women who o *¢ MM |), 
methods and products that will bes! “pro"* 
farms and farm homes. No fare °¢!!'"9 
program is complete unless it inclu: > '"** 
influential farm leaders thru — 
| AGRICULTURAL 
w°P LEADERS’ DIGE 
139 N. Clark St., Chicago @ ] 
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Sifie 1944-45: NBC named assistant advertising man- | Toledo, O., has announced creation | far] Burns, branch manager in 
pn Nn is be ager of Chevrolet motor division, | of a sales policy committee headed | Indianapolis. 


sdver' sing Age, March 19, 1945 


ewspapers Allot 
Radio More Space 


March 13. — Newspa- 


“hic O, 
: pite the newsprint short- 


ers, © 


Colliau Appointed 
by Chevrolet 


Edmonde H. Colliau has been 


General Mo- 


tors Corpora- 


Owens-Illinois Shifts 
Sales Executives 


Owens-Illinois Glass Company, 


by S. L. Rairdon, vice-president 
and general sales manager of the 


|control division; 
|assistant branch manager in New 
| York; H. D. Hopp, manager, liquor 
|war division; H. L. Jackson, 
branch manager in Louisville, and 


Jack Thayer, | 


41 


sales promotion manager of the 
Chicago office. He succeds E. J. 
|Huber, who has been transferred 
'to the New York office to handle 
/national advertising for the Blue. 


61 ec. are alloting greater space to|sion, Detroit. glass container division, and has ; ‘ : ° 
4196 a0, survey just completed by| For the _ past appointed managers of its recon- | Joins Sports Afield 
‘2; Mo NEC central division press| three years he stituted sales staff. E. F. Bertrand,| Al L. Dougherty, former execu- 
(4 Me nartmment reveals, Results of | has served as now serving with WPB, will head | tive member of the merchandising 
ne survey, compiled by Jack/| personal repre- the sales divisions covering drug, | Staff of Young & Rubicam, New 
sf van, cepartment manager, shows | sentative of W. chemical and household items, in- | York, and previously general sales 
'*! BR ‘huge majority of the 400 papers| E. Holler, gen- cluding cosmetics and toiletries;| Manager of Ward Baking Com- 
ecked this year have made little | eral sales man- R. E. Delaplane will be sales man- |pany, New York, has joined Sports 
3,440 ME. no change in their radio setups. | ager of the di- ager of beverage divisions, and | Afield as eastern sales representa- 
“0 Mk rthermore, where changes oc-| vision. He has E. A. Hildreth will be sales man- | tive, at New York. 
; yrred, it was toward increased|served with ager for food divisions. ; 
‘7.160 MB pace. Chevrolet for 12 ; In addition, Lucian Taylor will , 
7 Pillinois, gy ord the es Daily | years. Before ate Sree |become assistant general sales Sutphin Succeeds Huber eee 
ews and Chicago Tribune with | that he was with the Cadillac di- | manager; H. C. Knepper is named| Karl Sutphin, recently assistant | PJAMES A. GREIG & ASSOCIATES, INC 
+100 radio gossip columns as reg- vivision and with MacManus, Inc., | assistant to the general sales man-|sales promotion manager of ant 407 SOUTH DEARBORN ST. CHICAGO 5, ILLINOIS 
lar daily features, was one of the | Detroit agency. jager; K. J. Solon, manager, sales | Blue Network, has been appointed 
1,9 tates showing enlarged space de- 
— ted to radio. The Herald-News, 
’ Moliet, the State Register, Spring- 
eld, the Register-News, Mt. Ver- 
18,9 on, and the Evening Telegraph, 
7 ixon, Ill., all have added daily 
31 adio columns. 
30,457 Two Fort Worth, Tex., news- : 
70.07, [mpapers, the Press and Star-Tele- ‘ 
ram, have added daily radio col- 
os ocotmmns, the latter paper also start- 
‘Hes the use of radio personality 
24,04 ictures. Other notable increases 
vere in the News, Birmingham, és * ‘ ‘ 
oy fggnd Press-Register, Mobile, Ala., 
he former doubling its daily col- of any publication sS its 
10,62 fimn space and the latter adding 
sou fp Sunday column and doubling e Py e 
he station listings space. 4 ia) 
3,47 In Michigan, the Adrian Daily service to Its SU scri ers 
137 relegram has increased its list- , 
ngs space 50%, and the St. Josep} ° ° P eae 
DF Sra aceaeeek ae ie SUPPORT of this belief, ‘The Progressive Or. CLARENCE POE: President & Et 
jighlight listings space over that . i : . j itor- ; ; 
fa year ago. Radio highlight a Farmer eee eo ens oe 
__ Tipwce was also noted in the Mis- ial offices at Raleigh, Birmingham, Memphis 
208s gourian, Columbia, Mo., and the and Dallas. Thirteen full-time editors and 
Daily Tribune, Hastings, Neb. : ff ib k ees l 
i Casualties include the cut from sixteen staff contri utors keep “in close 
s6,20igmme half page‘of daily radio material neighborly touch’? with the needs and desires 
) listings only in the Times, f 1] li P . F b 
13 eveport, La.; elimination by the of nearly a mulion Frogressive farmer sup- 
oiirifmpetroit Times of its Sunday radio scribers in 14 Southern states. 
11,913 og _ groping ants the 
pattie -TeeK nqutire 2Wws, *,¢ . 
san Ty and Sunday, of radio gos~ In addition to material prepared by staff 
More gence net petrol, News members, The Progressive Farmer regularly 
lopped an en reinstated a by- ° . . . . 
ed daily radio column and added carries timely and interesting articles, fea- EUGENE BUTLER, Vice-Pres. & Editor W. C. LASSETTER, Vice-Pres. & Editor 
eee sg ag oe ar tures and stories obtained from leading Office: DALLAS, Texas "Office: MEMPHIS, Tennessee 
ey was n. ew eans ° — 
ds re-Miines- Picayune ba gage Ri ght writers and many correspondents, strateg- oon 
ade” City, Ia. both reduced ically-located throughout the South. 7 
» Oh BBheir radio allotments. on 
‘egated The survey showed he h ‘ z er Pods : 
aime GE Rewamanets. curren Published monthly in five separate editions, Fea 
 - ly and/or Sunday gossip and localized to the farm and home interests of y 
rn? daova Waduaae ond blatdiaies five distinct agricultural divisions of the 
egg. oUt 15 or 20% of the total. South, The Progressive Farmer provides its . 
tg SE, TOE readers with an intensely-localized editorial ; 
figure service which no other leading regional or a 
‘las Pe Soto Ad Work eneral farm magazine can ol ss [2 ‘ 
oduct Karl H. Bronson, for the past. g' g ; Le ss 
This @MBhree years in charge of develop- | Py , ne ee ee ay Ney ny — 
ear infiing a history of the Chrysler Cor- Each of the five editions of The Progressive i aagpmesc aa ar ee 
‘teneiewe Rak Farmer is carefully edited for its particular 
144 to-MMesumed ° direc- territory. The only editorial material appear- 
eee ing in every edition is that which is of general | 
ess infMBales promotion interest to the entire South. Thus, The Pro- 
. ee ae gressive Farmer is a local magazine to each 
sma, pe Soto division ° ° e ° ee - 
fa Cher an of its readers, with no wasted space in any 4AM, MMSE shy, ME Bats 
vider ee Te edition on subjects foreign to local needs a 
yproxl- tp ities in- ‘ 
yn luded Chrysler — ° ° 
e off orporation ad- Your advertising in The Progressive Farmer 
casos cam- Karl H. Bronson makes you a good neighbor to your pros- 
ign responsi- . = 
litie perous Southern customers . . . it serves to ie 
‘s ost convince them that your product is fitted to ~~  o-_ 
; - ‘ ’ s ° HN Ww. 
« BRejoins ‘Glamour | their particular needs. _ Home Department Home Department == At Director forum Edler 
A n — - 


w C. Pearson has rejoined 
York sales staff of Glam- | 


wing two and a half years | Th N 4 3 b t 
e with the Navy. | e , ou U scr es 0 
; eae | ; ij : j . 


| 
| 


STAFF 


CONTRIBUTORS 


Deane Carter 


e 


s 4 
Mina B.Hoffman Dr.John W.Holland Russell A. Hunt 


The Progressive Farmer 
Y, 


Fred J. Hurst 


T. 8. Hutcheson 


» | 
es 
Advertising Offices: siRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO * 


Pacific Coast: Richard C. Miller 


Edward S. Townsend Co., San Francisco, Los Angeles 


Rev.JamesW.Sells Dr.AlfredO.Shaw Or.B.E Washbere 


is ir TORONTO - MONTREAL - WINN, FEG 
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42 Advertising Age, March \5 1945 
Ld February issues of weekly mag- | 
Magazines Show azines carvied 1.391610 lines, 4.1% MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES ce 
© » more than the 1,337,022-line total | ¢ 1945 \¢ Ist, r 1945 1 ———19;:__ Ry TS 
13.8% Advance in of the previous year. oueeean Pages Lines Pages Lines Pages Lines Pages Lind 5 
~ Canadian magazines marked up| ace Fiction Gr ae nai sooe | prue Love & Romance Pe 
M h A - ; E wroup.... 8.6 1,923 9.9 2,226 CU ee 53.5 22,937 47.5 sad | 
% are d Linage a 13.3% advance in linage, carry-| American Magazine.... 67.1 28,197 62.9 26.411 | True Romances ...... 360 24028 490 ol Mm ith 
, 2 7 ing a total of 217,020 lines cOm-| American Forests ..... 10.0 4,200 11.5 4,830 | True Story .......... 83.5 35 839 79 ¢ = 10% i} 
: Chicago, March 15.—With Feb-| pared with 191,491 lines in 1944.|American Home ..... 56.6 35,991 49.9 31,548 | Vogue (2 Issues).... 261.1 165.026 1852 «;- °MIW 
ruary issues of magazines swing- American Legion ..... 24.7 10,392 © 24.2 © :10,892 | Woman’s Day ........ 45.6 19,577 45.4 19 ¢) I 
; ing back over to the plus side, Asia & the Americas... 2.3 1,001 2.2 963 Woman’s Home Com-_ .. ct —_ % 
March issues of national maga-| Join R&R, San Francisco Better Homes & i eee 71.0 48,300 69.0 46.4. mm} 
| zines also kept out in front adver- all Gardens ........... 61.2 38,656 61.2 38,660 ——- ——__ ——_. — LA 
; tisingwise, with the ADVERTISING New additions to the San Fran- | Christian Herald ..... 40.3 16,934 25.2 10,794 Total Grows ....... 2,582.6 1,294,653 2,105.2 1 059-0 EX, 
: , . cisco office of Ruthrauff & Ryan,|Columbia ............ 7.0 4,769 4.3 2,950 STANDARD ss I\Y 
AGE tabulation showing an over- ur 7am, | Cosmopolitan 797 34188 692 scan . z= : ‘ SS 
all gain of 13.8% in volume. Inc.. are Harold A. Higgins, pro-| 521) Detective Group.. 238 10223 207 seed iaaue mae 153 20,008 |= 
General magazines carried a to- | duction manager, formerly with puns Review ....... | 48:2 18516 95.8 10,866 | Harper's Magazine... 492 11709 395 {Umm 
tal of 897,184 lines in March|BBDO, San Francisco; and Ray|wiks ................. 17.3 7.283 13.2 5,555 ah Soon, hic. nn 
issues, a 16% gain over the 773,175 Mount Rogers, account executive, | Esquire (Natl.) ...... 75.0 50,391 72.1 48,444 a 104.0 32,443 94.5 20.60 AT 
lines carried by this group in sim- and Robert E. Eddy, art director, MERWOMESOT diva ccccase 14.8 10,178 13.9 9,550 OUTDOOR 7 | 
ilar issues of a year ago. Women’s both from the San Francisco office Fortune Svea dna sg are sale Soe 112,180 189.0 119,448 American Rifleman ... 30.5 12,803 32.1 13.48 
magazines, with a 1,294,653-line |0f Foote, Cone & Belding. cane Teacher, The... 22.4 9,883 17.5 7,719 | wield & Stream....... 69.1 29,018 390 4 
ouse Beautiful ...... 101.6 64,203 74,2 46,879 ' 79 - 
: total, were 22.3% ahead of the ae a fouen &. Gavies ge bed Paes BS ant Fur-Fish-Game ...... 17.0 7,373 13.7 58 
1 é Serres 85.2 53,858 52.4 33,099 Hunting & Fishin 20.0 8.388 13 F 
44 figure, 1,058,788 lines. Standard | Bancroft to Ad Post Improvement Era... 19.1 8,188 17.0 7,398 | Gutaces Lit le _ 
: publications carried 32,443 lines, a re eae 21.1 14,437 19.8 13,513 po sand feta epee co, aniae $8.8 16.2 
‘ ; : ss es . , UtGOOTS § « nvcccsccs... 17.2 7,226 14.5 f 
.| 5.8% advance over the previous Catherine Bancroft, member of |Macfadden Men’s Grp. 20.7 8,888 14.4 6,196 | Sports Afield 50.3 21,108 35.7 Py 
) total, 30,651 lines. the staff of Sherman, Clay & Co.,| Mechanix Illustrated.. 62.0 13,873 52.3 Ca = ee Jae ES : = 4,98 
Outdoor magazines marked up|San Francisco, manufacturer ny | gg 2 S84 51,980 =—16.7 45,105 Total Group ....... 265.7 111,786 187.4 78,81 
the sharpest gain, 41.8%, carrying | musical instruments, has been ap=| Nations Buctrece tan onbes es tan: | suveneee } t 
111,786 lines in March issues as | pointed advertising manager of the | Nature Magazine |... ry ies 57 cose +American Girl ~ Ie 4,725 7.2 coe € 
against 78,812 lines last year.|company’s eight Pacific Coast| popular Mechanics ... 124.1 27804 980 21957 | Boys’ Life ........... 17.8 12,073 14.5 9g 
Juvenile publications carried 33,-|stores. She succeeds Elmire Gold-| Popular Publications.. 16.8 3,760 12.4 2,779 | Calling All Girls..... 27.9 10,625 = 16.0 611 é: 
538 lines, up 28.4% over the 26,-/|thwaite, who resigned recently to| Popular Science ...... 133.5 29,904 99.8 22,339 | Child Life ........... ove 3,383 a S 
121 lines of ’44. open her own agency. a POSE ob ar ae 28,146 48.3 20,703 | Open Road for Boys.. 8.9 3,752 11.8 4,9 hm 
0 SS a 53.9 23,133 39.8 7,057 es ——_ ——— ies} 
RAE on... dc... 15.1 6,470 69 | 8853 Zetal Group ....... 125 = SEES SEE (NL Om 
Scientific American ... 18.2 7,799 11.5 4,946 WEEKLIES—FEBRUARY nto 3 
' Street & Smith Fic- American Weekly .... 63.2 63,157 63.2 63,22 bial 
; trom TSPOUD .. cee. .s. 5.5 1,023 5.0 930 | Business Week ...... 299.8 125,930 307.2 1290 Jorth 
BOMMOE Saydisc swe s scess 39.1 16,423 38.9 16,340 | Christian Advocate .. 15.6 6,558 12.9 5,40! Tit] 
Thrilling Group ...... 19.1 4,28 5.5 SAGE. 1 COROT kes 6 os cns 167.0 113,561 160.0 108.803 = 
Town & Country...... REGS COSE6 06.4 = COSTE | OBE oo ccesesdsenscis. 99.9 42,872 64.0  27.47Qmmccns 
. Pac Woodmen of the World 7.0 3,028 4.6 1,999 Family Cirele ........ 58.9 25,261 45.6 19,54 
en : COIS *. 6 tue eh 81.0 47,628 80.5 47,334 | Forbes .............. 46.1 19,785 32.6 14,00 
= P a J 2 — mine mnie, - MEE pd edaa ada sch Wdes 46.2 37,781 32.8 19,45 
4 VSGm rey Fi Total Group ...... 1,860.2 897,184 1,586.5 773,175 BMOEES §85.443's Parcdedies 125.2 53,722 81.3 34,8 
US I ON POST —S ) WOMEN ge Bie ear tepimesacia 232.8 158.291 260.3 1770 
oy ; a ae ee 103.0 44,187 78.0 SS ee ere ae 75.0 50,998 73.2 19,8 
‘ a MRM odes sh a eka 2% 3 143.7 61,633 85.7 36,751 MGWHWOEOK .6ccceicsce 268.2 112,628 237.6 99,7 
‘ : ; Good Housekeeping .. 123.6 53,037 111.9 48,029 | tNew York Times 
F j R S T C a] 0 | F Ss Harper’s Bazaar...... 186.8 118,051 178.4 112,751 DERMGMING fscvs ceases 100.0 84,994 88.3 88,25 
4k ti PQHIBNGS . oi occccec css 22.2 16,855 3.3 10,124 | New Yorker ......... 183.5 78,704 208.5 89.4 
F ; i PIOWRONGIE 5 inde mesas 22.5 15,329 25.0 17,013 pe al LY ee 47.4 19,903 30.5 13,1 
a : J ei = Ladies’ Home Journal. 94.5 64,233 100.5 68,303 EE S66 salar 2 oo ais re 33.6 24,024 18.4 13,1 
; oF EL ug : ESE QUE. ik ik aieenn’ 19 8,191 12.3 we" a ee 12.6 8,585 10.8 7 
; Mademoiselle ........ 171.0 73,359 163.0 69,927 Saturday Evening Post 226.5 153,985 212.0 144,135 
WITH GROCERS IN 1944 é MOGRIE ..cccc.sccss: 81.7 55,561 71.8 48,854 | tScholastic ........... 28.1 11,808 24.3 104 
: , Modern Romances ‘ This Week Magazine... 38.0 31,337 45.8 38.94 
> i) ES ey re 73.3 30,985 51.1 Oe Bee LE, oe as i has oa we 253.9 106,628 268.5 112,78 
Modern Screen (MM).. 72.2 30,995 53.3 22,878 United States News... 169.3 71,098 168.9 79,917 
Motion Picture (F)... 70.0 30,012 54.8 23,502 | ———_ —————  ————  — - 
*Movieland ' .......... 33.8 14,501 pee | Bt Sa | Total Group .......2,590.8 1,391,610 2,446.7 1,337,022 
Movie Life ..... A hs 16,180 29.4 12,617 | ———_—— 
MOViO BNGOW ...ic ks ina 31.3 21,262 18.6 12,677 *Not included in totals. 
Movie Stars Parade... 37.5 16,121 29.1 12,529 | +Page size changed since last year. 
Movie Story (F)...... 66.8 28,654 53.5 22,984 aTwo issues 1945; 3 issues 1944. 
WOM E N COU N T DNGWAME ee oe css es 37.3 16,072 29.1 12,504 
Parents’ (N. Y. Metro CANADIAN 
AWS isk cele ete CA Bia 0 100.5 43,115 64.9 27,844 Canadian Home 
Parents’ (National)... 93.9 40,286 61.7 26,472 | | aS eer ees 47.8 32,485 42.1 28 
ON MORNING PAPER Personal Romances .. 32.1 13,888 25.1 10,888 Canadian Homes & 
Photoplay (Mac) ..... , 62.9 26,989 51.8 22,241 | OY eer ir 29.4 19,757 20.4 13,¢ 
Radio Romances (Mac) 48.8 20,915 3.7 EOLSGS | CMMSRIRINS. 2kcce cs cevcs 89.8 27,047 39.0 26 
‘ FOR SHOPPING TIPS *Real Romance ...... 23.0 ee ae ea ' > ere 32.9 14,110 288 12 
jo 23.0 9,966 Ar eee son-or | Maclean’s (2 issues).. 58.2 39,568 49.1 
Sereen Guide ...... 32.4 22,059 22.5 BOi0 | WRPGRle ois v5. v eke mcian 50.9 34,175 40.1 27, 
| Secreenland Unit 42.4 18,310 33.2 14,228 National Home Monthly 25.7 17,509 32.8 22,2 
rai » 12 | Screen Romances 58.8 29,501 51.6 22,123 New World ....sesees 21.2 14,448 17.4 11,8 
Again for the 12 months of 1944 the \Secrets .......... 22.9 9,841 19.7 8,436 | Revue Moderne, La... 26.3 17,921 22.2 15,1 
Houston Post led in Houston in the im- |*Seventeen ........... C6 (BEG re % seeing | —— -_—_—— 
portant Retail Grocery lineage classifica- poee eee (F). 71.1 30,483 55.3 23,745 | Tot GTOUP .. ica 332.2 217,020 291.9 1,4 
rue “xpe e es ———— 
tion (17% ahead of nearest competitor). = Ga cee 53.2 22,842 48.1 20,634 | +February Linage. 


The women of Houston have acquired 


| 

: ; ; | 
oer cseg lew 23g 4 iri OUTSTANDING ‘Christoffers to ‘Norte’ Esther Bien to Scouts CAB Members Total 144 
; , A digs oe ene eee A. E. Christoffers, formerly! Esther R. Bien, for the past two| Since April, 1944, when the 
information. MARKET salesman in the New York office|and a half years with Crowell-|operative Analysis of Broaccas! 
‘of the Canterbury Press, publisher | Collier Publishing Company, has |img announced expansion Ri . 
OF THE SOUTH ‘of export business papers, and|joined the Girl Scout national |Subscriber services, 74 age aaa 
‘previously promotion manager of | staff as editor of The American |@dvertisers and others interest 


The Houston Morning Post is filled with 
editorial matter of special interest to 


women of all ages and income groups. _ the Elks Magazine, has joined the | Girl, succeeding Mrs. Anne Stod-|in network radio have aa 
(For exemple: ie now “On tee Babes Over a million people spend J}| advertising staff of Norte, New dard who will retire May 1 after CAB, bringing the total a 
; : over a quarter of a billion [| York. 12 years as editor of the magazine,|™members. Radio stations at | 


ing Front” is the only column of its ent are not members of CAB. 


dollars annually in the Hous- 


kind.) The Morning Post is delivered to 


the home, is read at home, and stays at ton market. This is no war- Crowder Named Editor 


time phenomenon for the of Mill wt 
Walter F. Crowder, chief of 


home—one reason being that going to A . 
a 7 ie ; growth of Texas’ largest city 
work is not ordinarily a paper-reading : 


trip in Houston. Here’s the ideal paper 


distribution division of the bureal 

for women: it provides reading and in- last century. Houston sup- Y, yy dpa + pr ary sreceny ee tine ype 

. p as : : plies an area amazingly rich te since 1936, has been named execu 
formation during mid-morning relaxation ‘ G Y 


has been steady since the 


: , i i Mill Supplies. Nev 
in natural resources, agricul- a yrris 
tural and livestock produe- PHOTO -ENGRAVERS aie pe Pog a & th 
tion, and a center of peace- J. J. Welch on Dec. 10. . 

Previously an editor «| 
“Survey of Current Busine co" 


time and is the last pre-shopping influ- 
ence in Houston homes. 


The Houston Post is the only Houston pa- time industry. 


per offering both Associated and United - 
Press services. as well as New York Time The Houston Post is the only author of a college textb 
i a c les | statistics and author of “B 


and Chicago Tribune’ Press services. morning ae: 4 serving vale) Bust After the War,” Mr. Ciow der 
Twenty-five of the most popular comics 153,008 families in Harrie also directed the preparatio’ © 
run regularly. County only. You can’t series of books put out by ' ~~ 


overlook this market and partment of Commerce 


. ‘ P ° P “te | Tar . “et: and 

Capitalize on the Post's vast following as you need The Post. | salcian Gade cane rob- 
. . . c / c s . ° 

more and more national advertisers are lems. These books will | see 

3 ‘ ‘ 


: doing. REL I by the Army in the train 'é 


| soldiers who may want to 
H UTC H | N | business after their return t 
Represented by BURKE, KUIPERS & MAHONEY, INC. lian life. 


The HOUSTON POST Jn 
First in the Texas Morning Field | 5854 
| 


\Nyal Expands Baby | ine 


| Nyal Company, Detroit, 


creased the number of item 
SO? NM. MIGIHGAN AVE. Tender Age baby line of } 

|ceuticals. Total now is nin e 
CHICAGO cines specially designed for »°!"* 


|including baby oil, laxative 
ling lotion and chest rub. 
itising is handled direct. 


in City and Suburban Circulation 
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fields. Before 

———— joining CBS in 

1938, he repre- 

Poe! sented Butte- 
e U0 


“oadcast- 
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[TODAY'S ECHOES ... By Groves 


an 7H IE 


| helps!” 


_ ~The pwing 1s te Comtemmial sin vrres rious, rancane amo ware « riowe 
es] nc sim #kOSNOM CARE FLOUR, GEOWITA WHEAT CEREAL, FARINA, DOG meat 


13.486 | “Of course IT couldn't dost all by myself Centennial 


artoon Series 
Steps Up Sale of 
entennial Flour 


Seattle, Wash., March 13.—Defi- 
itely productive of sales, a series 
bf cartoon advertisements is going 
nto its second year for Centen- 
hial silk-sifted flour, in Pacific 
Jorthwest newspapers. 
Titled ““Today’s Echoes,” the car- 
oons by Groves point up reasons 
thy the swing is to Centennial 
ilk-sifted flour, pancake and waf- 
ile flour, Peach Blossom cake 
our, Gervita wheat cereal, Farina 
nd dog meal. 
Straight copy advertising the 
ompany’s flour and cereal line 
ays more Northwest women have 
witched to Centennial silk-sifted 
13,1 our in the past 12 months than 
13,1 any other brand, according to 
npartial surveys. Centennial, it 

144,15" Blaims, is better for all baking be- 
fggeause it is always dependable, al- 
iio 7eqgays uniform, enriched with vita- 
co olMmmins, silk-sifted for fine texture, 
nd “because it fits all your bak- 
337,02 MMe needs.” 

Erwin, Wasey & Co., of the Pa- 

ific Coast, Seattle, handles the 

ecount. 


buckley Joins D-F-S 
oss N. Y. Media Head 


Robert W. Buckley, who has 
een assistant western sales man- 
Meer of CBS, joins Dancer-Fitz- 
33 gerald - Sam- 
a ple, April 1, as 
11.851 s head of its me- 
dia operations 
in New York in 
both the radio 
and publication 


rick Publishing 


Westinghouse Reports 
$100,000,000 Sales Rise 


Net sales of Westinghouse Elec- 
tric & Mfg. Company, Pittsburgh, 
for 1944 amounted to $835,737,004 
as compared to $709,342,717 in 
1943 and $487,274,551 in 1942, ac- 
cording to the company’s annual 
report. Net income for 1944 to- 
taled $26,019,097, compared with 
$21,401,568 in 1943. The firm’s 
international subsidiaries had their 
best year, with volume reaching 
more than six times their peace- 
time peak. 

The report stated that wartime 
products would lead to peacetime 
markets, and cited such examples 
as new types of steam turbines 
and gas turbines for locomotives, 
jet propulsion and gas turbines for 
aircraft and stabilizers used in 
railway cars and heavy-duty road 


vehicles. Among new plastics 
mentioned as having possibilities 
for mass production are parts for 
household equipment. Other new 
plastics for use in the electric 
motor, generator, and transformer 
fields were noted. 


Field's Sales Report 


Covers All Operations 

Net sales of Marshall Field & 
Co. by both its retail stores, Mar- 
shall Field’s, Chicago, and Fred- 
erick & Nelson, Seattle, and its 
manufacturing division, which 
comprises ten textile mills, totaled 
$148,273,338 in 1944. The com- 
pany does not make public the 
separate figure on retail opera- 
tions. ADVERTISING AGE last week 
erroneously attributed the total 
sales figure to the retail operations 
(AA, March 12). 


To S. Duane Lyon 


Laboratory Furniture Company, | manager at Philadelphia. 
Long Island City, maker of scien- | 


tific laboratory equipment and) 
furniture, has named S. Duane) 
Lyon, Inc., New York, to handle 
advertising. Magazine and busi- 
ness paper schedules are planned. 


WEERC Joins NBC 


WERC, Erie, Pa., former CBS 
outlet, has joined NBC, with a 
first network show to be heard on 
the new affiliate June 15. Owned 
by Presque Isle Broadcasting 
Company, WERC operates on 1490 
ke, 250 watts. 


Beck Joins Putman 
Nathaniel Beck, who _ retired 
from the U. S. Army Air Force 


43 


Publishing 
Chicago, as_ district 
He rep- 
resents Chemical Preview and 
Food Preview in that area. 


has joined Putman 
Company, 


recently with the rank of captain, 


The source of daily 
business news... 


the preference of 
management men 
in the greatest 
industrial area... 
the central west. 


Chicago 
Sournal of 
Commerce 


a 
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Smashing frozen barriers, the United 


Company in 


n oa 8 Robert Buckley Chicago and States Coast Guard _icebreaker 
a aidll was an account “Mackinaw” opened Great Lakes 
“ ‘oine xecutive in New York with Wil- waters for passage of vital new 
I to 14 el pg Company, radio lakes-built minesweepers and cargo 
at pre-n _— vessels, on their way to combat 
CAB. ae zones. WGAR’s audience went 
U.S. Rubber Sales Hit along with Commander Edwin J. 
itc Roland and Announcer Arthur 
litor al Peak; Income Up Hannes via a special broadcast, 
Be onsolidated net sales of United heard another timely, exclusive and 
ef of thegm™ates Rubber Company, New inspiring WGAR wartime service 
e bure ‘mounted to $443,077,453 as program. 
ommercemepPMpared with $422,271,343 for 
od cxecu-#43, the former peak sales year, 
lies, New B. Davis Jr., chairman, an- 
[. Morrisgj™punce’ in the 53rd annual report 
death a tockholders. As in previous 
‘nese sales exclude produc- 
o| temen in munitions and synthetic 
nes.” commOber plants owned by the gov- 
tb I and operated by the com- 


Zoom ommeny a cost-plus-fixed-fee ba- 


Crowes is production amounted 
tir “a Nore than $490,000,000, the re- 
y 4 A. 

‘ mm Yet ncome of the company in 
ati ana $15,832,613, equivalent to 
nt provmee.\s ommon share, compared 

I set * 163,554, or $5.09 a share 


2! "HB6O 'n 7th Road Series 


ng all on-line metropoli- | 


y Line s, the Baltimore & Ohio 

: ' is beginning another 

’ its er campaign as part of a 

ems 'n rt Pat can . : 

'p on re cee “Morrie” Pierce, popular chief en- Homes for veterans were encouraged | 
il . Copy. Page ‘this gineer of WGAR, was awarded the by C. W. Grove, President, Second ge 
or run until the end of May. | Marconi Medal for his aid in the Federal Savings & Loan Ass'n and ee 
we, seal .! ad progressiveness. Rich- | surrender of the Italian fleet and Brig. Gen. W. L. Marlin ina WGAR 


“oley Advertising Agency, | 
phia, has the account. | 


capture of Radic Luxembourg. 


program sponsored by Second 


Federal. 


pat 
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Fewer Homes Saving 
Paper, Gallup Finds 


About 2,500,000 fewer house- 
holds are now saving waste paper 
regularly in the U. S. Victory 
Waste Paper Campaign than were 
doing so last summer, according to 
a Gallup survey made at the re- 
quest of member newspapers of 
the American Institute of Public 


Opinion. In July, 1944, a nation- 
wide survey disclosed that ap- 


proximately 22,000,000 households 
were able to say they were saving 
waste paper regularly in connec- 
tion with the waste paper drive. 
Today the figure stands roughly 
at 19,500,000 homes. 

The poll also found that about 
14,000,000 households are not now 
saving any waste paper regularly, 


FREE new proofs unusual 
photos all businesses. SAVE! 
Low priced subscription plan 


EVE*CATCHERS. [0 E. 38St, N.Y. 


adv. 
VE! 


about 10,000,000 families still are| 
not convinced of the need for sav- | 


| bution 


tributed to retailers for redistri- 
to customers. Dealers, 


ing waste paper, and of the 21% | trade copy says, will “sell an aver- 


who say they have to carry waste | 


paper to salvage depots, slightly 
|more than half say they think 
|they would save more if someone 
|came by to pick it up regulalry. 
|Only about one in every six of- 


ifered criticism of the way in 
'which the drive is being con- 


ducted. 


‘Gelatine for Jellies 


Plugged in Knox Drive 


The Charles B. Knox Gelatine 
Company, Johnstown, N. Y., will 
use 179-line black-and-white in- 
sertions in six publications to pro- 
mote a new recipe idea describing 
an “easy way to make... flavored 
gelatine desserts with Knox and 
fruit jams or jellies” which was 
recently described in business pa- 
paper advertising. Copy will ap- 
pear in Better Homes & Gardens, 
Christian Science Monitor, Ladies’ 
Home Journal, McCall’s, Woman’s 
Day, and Woman’s Home Com- 
panion. 

Copies of a leaflet, “Brand-New 


Dessert Ideal,” are being dis- 


age of six other items” for each 
envelope in the four-envelope 
Knox package because “Knox is 
never used alone.” Kenyon & 
Eckhardt, New York, is’ the 
agency. 


Group Plugs Bonds 


The National Retail Farm 
Equipment Dealer’s Association, 
through its 12,000 members, will 
sponsor a war bond campaign this 
spring in country weeklies. Each 
of the 33 regional organizations af- 
filiated with the association is sup- 
plying each retail farm equipment 
dealer-member with advertising 
material in support of the war 
finance farm program, said John 
Delahanty, assistant director of 
advertising, press and radio for the 
Treasury’s war finance division. 


To Swatford & Koehl 


Mt. Washington Hotel, Bretton 
Woods, N. H., has named Swafford 
& Koehl, ‘New York, to handle ad- 
vertising and promotion. 


o 


Advertising Age, March |» j94; 


Jack Lawler, pres. of the J. R. Hamilton agency, Chicago, i 
to be interested, with internationally-known cosmetician D, 


Said 
mott 


of London, in marketing a new hair lacquer and shamp: 


Enroute back to Italy after 30 days in Des Moines, Chicag: 
his home in Grinnell, Ia., is Capt. Wayne Miller, on leave 


and 
(rom 


Better Homes & Gardens’ circulation dept. . . 


The Memphis Press-Scimitar recently published a feature 
about “Paul Revere of Sweetwater Valley,” John W. Riley, 


of The Sweetwater Valley News, 
Sweetwater, Tenn. He is the 
advertising man (Erwin, Wasey 
& Co., Leo Burnett Co., Chi- 
cago) who in 1943 followed a 
Riley rainbow toward the life 
of the same name, only to find 
that fighting political machines, 
pointing with pride and view- 
ing with alarm means long, but 
interesting hours... 

Dewey Smith, a v.p. of Stude- 
baker Export Corp., and a Jap 
prisoner since the fall of Ma- 
nila, was among those liberated 
from the Los Banos internment 
camp in the Philippines. 
Frank G. Huntress Sr., pub- 


: tory 
ditor 


lisher of the Express and Even- 
ing News, San Antonio, Tex., 
was honored on his 75th birth- 
day recently when staffs of both 
papers presented him with a 
large floral piece. .. C. R. Ham- 
mons who, prior to his enlist- 
ment, was in charge of the LOs Angeles Examiner’s ad service dept., 
has been commissioned 2nd Lt. in the M.P. corps. . . 

Charles M. Barbe, foreign correspondent, now a news com- a 
mentator on KGW, Portland, Ore., reverted to his original pro- move 
fession Feb. 12 when he conducted a symphony orchestra per- 
forming in concert with Bronislaw Huberman, noted violinist. . . 
William Drips, NBC director of agriculture, recently joined the 
Red Cross Gallon Club. . . Lt. Comdr. Lloyd W. Yoder has re- 
turned from naval service to resume as manager of Station KOA, 
Denver... 


WINNER—A full-page, 3-color newspa- 
per ad of L. S. Ayres & Co. won top im 
honors in the Indianapolis Ad Club's t be 
ad-of-the-year contest. Here E. H. Nie- 
brand (left), club president, gives the 
award to Jack Miller, Ayres ad manager. Th 


John T. Tuthill Jr., publisher of the Patchogue Advance and the 
Moriches Tribune, of Suffolk County, L. I., has been promoted t 
captain in the naval reserve 


and ordered to duty as professor of 
naval science and tactics of the 
NROTC at the U. of Minn. He'll 
be commanding officer of the 
Navy’s V-12 unit there as well 
as in command of a medical, 
dental, and theological unit. . . 

Capt. James D. Mooney, re- 
leased from active duty by the 
Navy, is back at General Motors 


as v.p., group executive of the 

overseas operations of the firm, 

and board member. . ey 
Julia B. Scribner, daughte! ‘om 


GETS TROPHY — Bill Stern, star of 
Colgate-Palmolive-Peet's Sports News- 
reel, receives a trophy from R. E. 
Healy, ad manager of C-P-P, to com- 
memorate the company's 5th year of 
sponsorship of the program. 


of Charles Scribner, pres. of the 
publishing firm of Chas. Scrib- 
ner’s Sons, is engaged to the 
Rev. Thomas J. Bigham Jr., ol 
the faculty of the General The- 
ological Seminary, N. Y. . 
William L. Fanning, v.p. and treas. of the Westchester County Pub- moti 
lishers, has been nominated by Gov. Dewey for a 3-year term as 
member of the State Insurance Fund... 

Henry Dorff, acc’t exec. with Grey Ad Agency, will conduct the 
| regular spring semester course on advertising at CCNY... 
Edward Mazzucchi, art director of the Export Advertising Agency 
New York, has been appointed president of the “Asociacion de 
Redactores Hispanoamericanos” (Association of Spanish-Amer:can 
Copywriters), group of export copywriters who meet to unrovel 
the tangled linquistic problems “arising out of the fast pace ol 
American industry and its ever- 
evolving terminology,” explains 
Fulgencio Garcia Ruiz of La 
Hacienda, newly - appointed 
secy. of Westinghouse Electric 


. Signal Corps 
Photo 


RADIO-CRAFT’S 
NATION-WIDE SURVEY | 


Responsible radio and electronic technicians oper- 


ate in the “field” high-spotted by RADIO-CRAFT’S 


SURVEY. Large advertisers have come to certain International was appointed hn, 
conclusions after experimenting in these fields. | vice-pres. . . 
Irma Ericsson, ad mgr. of 


Shulton, has returned from a 
combination vacation-business 
trip to Cuba. . . William How- 
ard, acct. rep. on Vims for JWT, 
will be on leave of absence for 
| the next year with the AAF, 

assigned to duty as a civilian 
An important tube manufacturer says: member of the Air Evaluation 

“RADIO-CRAFT has produced on an average of 50% Board, Southwest Pacific Area. 

better returns.” Roger H. Ferger, publisher of 
| the Cincinnati Enquirer, has 
been appointed a trustee of the 
Cincinnati Southern Railroad... 


A top-ranking manufacturer of electric and elee- 
tronic devices states: 
“The results obtained through our advertising in 
RADIO-CRAFT have far out-shadowed those obtained 
from other publications. The returns were in a ratio 
of 3 to 1.” 


RADIO 
RAE 


Read what they say: | 


SNORTER REPORTER—L#. © “°° 
Holman Faust, center, who h re 
turned from three years’ naval °u'y 
to resume his post of vice-presid«* ° 
Mitchell-Faust Advertising Co. ~"" 


A well-known amplifier manufacturer exclaims: 
“In our opinion, RADIO-CRAFT rates higher than any 


the service in ’43. He was promotional sales mgr. in the comp: '') ° 
Indianapolis office. . . 


P. O. Zone No State 


. eaacece radio magazine when it comes to reader appreciation.” The order that caught the Nazis h PP gras ‘ al 
‘ Ps é “es > ; f : - _ cago, shows his short snorter 0 

: — pare ps 25 WEST pena aaa YORK 7, N. Y. § A leading advertising agency writes: off guard and sent the Yanks 4, ‘Yildred Sanders, newly elected vice 
= ee ee . i . . : ee streaming across the Rhine at resident. and Lyman Weld, tre=:uret 

Sits a RADIO-CRAFT leads in the number of inquiries re- ‘ ¥ : p A y ‘ 4 
rps - eoiead™ Remagen had more than usual of the agency. 
* Company 8 PI a ‘ € the 1 f ee | interest for employes of the . 
@ Title : iotostatic copies of the letters Irom which these | winneapolis & Ontario Paper Co., because it was issued by Lt. ol. r 
5 Street ® excerpts were taken, available for the asking. Test Leonard Engemann, who was one of their number until he jc "© { 
' : RADIO-CRAFT’S 50,000 high-powered circulation 
8 s 


for yourself. Meanwhile, send for our Survey. 
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Small Business 
Men Back Program 
to Revise Taxes 


Akron, O., March 13.—In an- 
nouncing sponsorship of Fulton 
rewis Jr. on Station WHKK, 
Akron, five nights weekly, the 
National Small Business Men’s 
Association declares it is initiat- 
ing the program to comply with a 
request by the American Taxpay- 
ers Association for support in se- 
curing passage of a constitutional 
mendment limiting the federal 
‘income tax to 25%. The business 
men’s group may later sponsor Mr, 
Lewis over other stations. 

“With 18 states having passed 
the amendment, approval by 14 
more is needed before Congress 
can act. The program will be di- 
rected at influencing state legisla- 
tures “to pass a resolution calling 
bn. Congress to call a Constitu- 
tional convention for the purpose 
of amending the Constitution. 
When the legislatures of two- 
thirds of the states have passed 
such a resolution, then it is man- 
datory on Congress to calla Consti- 
tutional convention. Whatever 
amendment may be passed by the 
Constitutional convention must be 
ratified by the legislatures of 
three-fourths of the states before 
it becomes effective.” 


‘Hit Parade’ Moves Up 


The American Tobacco Com- 
many, because of the curfew which 
bar's studio audiences from the late 
broadcast of its Lucky Strike “Hit 
Parade,’ beginning March 10 
moved the program up three hours | 

its new time period on CBS, | 
8-8:30 p. m., CWT, Saturdays. In 
ieu of the late broadcast, form- 
erly at 12 p. m. EWT, all CBS 
utlets that carry the program will 
mick up the early show and elimi- 
mate the rebroadcast. 


Carter Tests Anthony 


Carter Products, Inc., New York, 
r Carter’s Little Liver pills, will 
begin a 10-city test March 19 of 
The John T. Anthony Program,” 
rmerly known as the “Good Will 


Hour.” The “advice” program 
will be heard Monday through 
‘riday, 1:45-2 p.m., EWT, on Mu- 
tual stations WOR, WGN, WIP, 
WNAC, KWK, WOL, WHK, 
WEBR, KHJ and KFRC. Agency 
is Ted Bates, Inc.,.New York. 


P&G Shifts ‘Rosemary’ 


On March 26, Procter & Gamble 
mpany, Cincinnati, will shift 
Rosemary,” five times weekly 
serial, from 82 NBC stations at 
11:15 am., EWT, to 75 CBS out- 
lets, 2:15-2:30 p.m., EWT. The 
program will continue on NBC 
until Mareh 30, giving it a two- 
network airing for one week. Pro- 
moting White Laundry soap, Ivory 
flakes and Dash, the program is 
placed through Benton & Bowles, 
New York. 
Servel Drops Burke 


Servel, Ine., Evansville, Ind., is 
Canceling the “Billie Burke Show” | 
‘ler the broadcast of March 24. | 
Show is on 138 CBS stations, Sat- | 
uday morning 11:30 to 12 noon, | 
“WT. Agency is Batten, Barton, 
Yurstine & Osborn, New York. 


Stineback to Chicago 


Stineback, previously 


George 


seneral manager of Baucz & Black | 
n of the Kendall Company 
»~ahccda) Toronto, has been trans- 
‘frre to the United States to as- 
uties as assistant to the in- | 
» SU ol sales manager of the in-| 

‘Su al tape division in Chicago. | 


Retailers Upheld 
on Vitamin Ruling 


The New York supreme court 
has upheld the complaint in the 
action brought against the New 
York State Board of Pharmacy to 
invalidate the ruling of the attor- 
ney general and establish the right 
of all retailers to sell vitamins. 

The action marked the first 
court proceeding in the country 
to determine directly the classi- 
fication of vitamins as food or 
drugs. The court maintained that 
recognition of vitamin products in 


the official pharmacopoeia aid not 
per se classify them as a drug. 


Keystone Ups Rates, 
Supports NAB Report 
Keystone Broadcasting System 
has issued a new rate card, dated 
March 1, increasing rates for class 
A time on 200 stations to $3,600 


for an hour, $2,160 per half hour, charge of all 


and $1,440 per quarter 
Weekly dollar volume quotas have 
been raised proportionately. 


Following the recent release of | 


the National Association of Broad- 


hour. | Owens-Illinois Can Company, has 


'Can Company, Chicago. 
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casters’ small market stations 
panel, Keystone issued a_ special 
report supporting the NAB find- 


To Drug Insurance Firm 


L. H. Jones, advertising man- 
\ings, dealing particularly with|ager of Lumbermens Insurance 
group selling, rates, programming,|Company, Mansfield, O., has re- 
market data and selling operation. | Signed as of April 1, to become ex- 
Wed jecutive vice-president of the Re- 

| tail Druggists Mutual Fire Insur- 
ance Company, Cincinnati. 


Ryan Appointed 

W. Miles Ryan, previously in 

‘neal Yaad “cae of |Woodruff Transferred 

Robert N. Woodruff, for the past 
been appointed assistant to Clay|16 years sales representative in 
B. Nicols, packers’ cans sales man- | Detroit for the American Maga- 
ager, central division, Continental | zine, has been assigned to the Col- 
lier’s sales staff in Detroit. 
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TRAVEL 


RIGHT NOW the travel industry is all out for 
the war effort. But some day (soon, everyone hopes) 
advertisements like this will announce that the sea 
lanes, airlines and railways are once again inviting 


unrestricted vacation-travel. 


When that day comes, a lot of people important 
to the travel business will be “rarin’ to go!” Even 


now, for example, the more-than-a-million TIME 
families, are mentally on the move. For a recent 


2) 


Aos? 


survey shows that 242.000 of them are planning 
to visit Bermuda—63,700 within the first five vears 
after the war is over. 

For years TIME has been the best way 
to reach America’s most traveled mil- 


lion families. And travel advertisers 
know this well. That’s 


vhy for nine 

out of ten years TIME has carried more 
"2S Travel, Resort and Hotel advertising 
than any other magazine. With Time’s 
million families on the move once more. 
TIME will be the postwar leader, too. 


TOPS WITH THE PEOPLE WHO ARE GOING PLACES 
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ALL THIS AT 
ONE GLANCE: 


CIRCULATION OF EACH OF 
THE 8 MAJOR NEW_ YORK 
NEWSPAPERS SINGLY AND 
IN COMBINATION 


COVERAGE OF KEY SHOP- 
PERS OF EACH OF THE 8 
MAJOR NEW YORK NEWS- 
PAPERS SINGLY AND IN 
COMBINATION 


OPEN RATE OF EACH OF 
THE 8 MAJOR NEW_YORK 
NEWSPAPERS SINGLY AND 
IN COMBINATION 


MILLINE RATE 


PERS SINGLY AND IN 
COMBINATION 


NUMBER OF LINES A 
Ww N 


PERS SINGLY AND IN 
COMBINATION 


~~e — 


New York Dost 73 west st. n. Y. ¢. 6 


MARY McCLUNG, Advertising Director © ED KENNELLY, National Advertising Manager 


1 Put me down for one of your Master Media Calculators for which | send you in ! 
I return nothing but my name, address and my Thanks. I 
1 NAME : ; 
FIRM TITLE ' 
STREET l 
1 CITY STATE 
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THE ADVERTISING MARKET PLACE 


The 
Wanted,” 
50 cents 


“Representatives 
a line, 


rates for this department are as follows: 
Wanted,” 
minimum charge $2. 
classifications (single insertion rates): 


“Help Wanted,” “Positions 
and “Representatives Available,” 
Terms cash with order. All other 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


__ POSITIONS WANTED 


HELP WANTED 


sP AC E 


SALESMAN AVAILABLE 
Highly qualified with 20 years’ ex- 
perience, seeks new connection. $5, 
—6000 bracket. 
Box 7199, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Up To Your Ceiling On Help 
But Up To Your Ears In Work? 
Why not free-lance your sales and 
employee manuals, house organs, 
publicity, direct mail, trade copy? 
Complete plan - layout - production 
service if desired. Skilled Chicago 

writer will add two accounts. 
Box 7200, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Executive Available 
—who can plan and execute com- 
plete campaigns and promotions. 
—who can competently set up and 
administer your budget. 
—who appreciates the value of close 
cooperation with sales. 
~—-who has a successful merchandis- 


ing and sales promotion back- 
ground. 
—who understands agency opera- 


tion and coordination with client. 
—who has 15 years’ experience and 
is only 36 years old. 

He can offer splendid references and 
is available in Mid-West at once. 
Box 7197, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Copywriter—Young, Creative, Idea 
Sparker. Agency background. In- 
dustrial, Consumer accounts. Knowl- 
edge Merchandising, Promotion, 
Eager to produce for progressive 


Outfit. 
7198, ADVERTISING AGE 


Box 
330 W. 42nd St., New York 18, N. ¥. 


30 Yrs. Adv ertising—Selling 

3 yrs. Sales Mer. large Southwest 
Mfg. Plant. Technical education; 
Newspaper and Magazine executive; 
11 yrs. large dept. store sales man- 
ager; 6 yrs. adv. agt. Prefer posi- 
tion with Eastern Mfgr. For de- 
tails Write G. B. F., 1100 Southmore 
Ave., Houston 4, Texas. 


“HELP WANTED 


ART DIRECTOR 

For Chicago Publisher. Exceptional 
opportunity for top-notch executive 
man or woman with advertising 
agency or national magazine expe- 
rience. Create ideas, make layouts, 
design lettering; 90% of purchases 
are fine full color paintings from 
leading illustrators. Please state 
age, exp. and salary. Interview will 
be arranged in your city 

Box 7192, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 


PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED 
SALES EXECUTIVE 
Sales Executive to promote the sale 
of Packaging materials to the Fro- 
zen Food Industry. Must have ex- 
perience in freezing and packing 
foods and acquaintance with the 
personnel of the Industry. Compe- 
tent to represent large National 
Company. Write giving complete 
personal and business record. 
Box 7195, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 
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EXCELLENT OPPORTUNiTy 
SALES MANAGER For 
PRODUCTS DEPARTMENT 


Major company in middle, 


est 
developing extensive posiwa, 
program. Applicant with -ome 
educational background in en. 
gineering preferred. Position 
requires experience in wo ing 
with production executives upon 


product development and in 
selling residential construction 
lines to contractor builders. Thi: 
is an excellent position for the 
right man. Give full 
mation first letter. All 
strictly confidential. 


Address Box 6086, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, jij, 


intor- 


New Building Business Paper 
Monthly 
Opening for Editor Trained ar 
and Management. Located N. Cc. 
Box 7196, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


CIRCULATION MANAGER 


For 30 year old monthly. Judy Pub- 
lishing Company, Chicago, Il. 


ADV. . E) 


With some billing (space or direct 
mail), to join this small, well-fi- 
nanced, recog. Chicago agency. Sal- 
ary and/or com. We're not your 
present employer—replies will be 
held in strict confidence. 

Box 7201, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
ss MVISCELLANEOUS 


GOOD NEWS TO ADVERTISERS 
Highly styled, fresh looking ads 
prepared for your spring and sum- 


mer advertising. Selling Promo- 
tions planned, Creative Layouts pre- 
pared in comprehensive form by 
highly specialized staff in retail ad- 
vertising field. We cover all types 
of mdse; newspaper ads, circulars 
direct mail, etc. Finished art op- 
tional. Orders accepted throughout 
U. S. and Canada. 
Creative Art Studios 

540 N. Lake Shore Dr., Chicago, Ill. 
Superior 8830 


i) 


AGENCY ACO'T EXEC... . 


GENERAL 
SALES MANAGER 


Nation Wide Distribution 


Postwar opportunity. Must 
have successful record of 
sales organization, promo- 
tion and sales results. De- 
partment store and point 
of sale merchandising im- 
portant. Age 35-50. Sal- 
ary $15,000 to $25,000. 


Box 6083, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 


= 
Illinois 


“The Voice of St. Louis” speaks for both... 


1TH history-making events sweeping to the 


forefront of broadcasting 


mid-Mississippi Valley region, listeners are today 
relying more than ever on KMOX newscasts. 

Sales-minded sponsors like them, too. Here’s 
why this dual preference prevails: 

The man behind it all is tall, news-wise Guy 
Runnion, veteran of a dozen years as radio editor, 
newscaster, reporter and columnist. As KMOX 
news chief, aided by eight reportorial veterans, 
he skillfully assembles the daily procession of 
world news gathered by the two major press asso- 
ciations and by CBS correspondents scattered 


COLUMBIA OWNED 
50, 000 watts 


we 


attention in this 


NEWS-MINDED LISTENERS—SALES-MINDED SPONSORS 


around the globe into newscasts that win the 
attention of radio listeners throughout the mid- 
Mississippi Valley. (And listener preference for 
KMOxX is typically reflected in the popularity 0! 
Headline Highlights, noontime round-up whic! 

says the last Hooper report, has a 9.1 rating in 
St. Louis...equal to that of all three networ' 
competitors combined. ) 

Sponsor preference for KMOX is equally 1- 
flected by its list of long-term advertisers. Ma: 
hattan Soap Company, Griffin Manufacturi 
Company, Peter Paul, Inc. are all using KMO 
news broadcasts for the fifth consecutive yea 
Planters Nut & Chocolate Company is now u 
into its third year. 

KMOX news periods aren’t often open for n: 
advertisers. The old ones hold on, happy w: 
the selling job KMOX and its brand of news | 
porting does for them. But today there’s opp: 
tunity for two newcomers to join the old guard 
satisfied KMOX news sponsors. For more deta! 
call us or Radio Sales. 
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mo WAR MIRACLE® % 
in your home NOW! 


25¢ ECONOMY SIZE 65¢ 


INTRODUCTION —Sutho Suds, new 
washing powder product of Sutho Suds 
Co., Indianapolis, was introduced to 
Chicago housewives in this 720-line 
copy which appeared in the Chicago 
Daily News. M. R. Kopmeyer Co., 
Louisville, is the agency. 


Brewer Assumes 
Professor's Role 
or New Campaign 


Philadelphia, March 14.—Thanks 
o C. Schmidt & Sons, Inc., Phila- 
lelphia brewer, readers of various 
newspapers in the East this spring 
nd summer are going to catch up 
bn their studies of ancient history. 
From Schmidt beer advertise- 
ments they will learn, for example, 
hat about 4,000 years ago King 


WANTED 
DIRECTOR FOR LATIN 
RESEARCH 
HEADQUARTERS—NEW YORK CITY 


AMERICAN 


A successful publishing organiza- 
tion in the United States, serving 
the Latin American field, has set up 
a research organization with com- 
plete Latin American coverage. It 
now requires a Research Director 
with unusual qualifications. 


This man must be thoroughly ex- 
perienced in all phases of market 
ind consumer research from orig- 
nal analysis of the problem, through 
feld Work to writing the final re- 
port 


He must speak Spanish. 

He must have had some type of 
experience in Latin America, not 
necessarily research, 


To such a man this position offers 
i most attractive and profitable con- 
nection, with real opportunity for 
growth. 


Salary $12,000 a year to start. 


_Headquarters will be in New York 
City but occasional travel to Latin 
American countries will be neces- 


Sary, 


Write in full details, giving per- 
sonal data, chronological outline of 
experience and earnings. Please do 
not apply unless you can meet the 
beciic requirements outlined above. 

It will not be possible to interview 
applicants until letter has been re- 
ved and appointment has been 
made by mail. 

_All applications will be held in 
strict nfidence. 


THE INTER-AMERICAN MAGAZINE 
RESEARCH SERVICE 
415 Lexington Ave., New York 17 


WANTED 
ASS'STANT ADVERTISING 
MANAGER FOR 
D PARTMENT STORE 


~“'ge modern, progressive, high-type 
department store has open the 
of assistant advertising manager. 


a Ss must have thorough experi- 
aes copy, layouts, typography, en- 
abil radio, direct mail, and the 
owerad >» Manage a staff of about 20 
ve. mostly women. The man or woman | 
.s ooking for is one who through 
altty. er general appearance, person- 
rant ickground and ability will war- 
atise motion when the opportunity 


a " applying, give us your pas’ 
> ®, personal data, and approxi- 
ary wanted. Write to 


: 6084, ADVERTISING AGE 
E. Ohio St., Chicago II, Ill. || 


ss 


Hammurabi of Babylon’ estab- 
lished ceiling prices on beer sold 
in Bit-Sikari (taprooms, as you 
remember). They will learn, if 
they were playing hookey the day 
it was taught in school, that the 
Queen of Sheba knew her beer 
and that “Long before Confucius, 
Chinese sages wrote words of wis- 
dom over their beer” (which is 
easy to believe). 

This theme—that beer is an an- 
cient beverage dating back at 
least 6,000 years—presumably will 
not lead the advertiser’s customers 
to think Schmidt beer is anywhere 


near so old. 


the subject to be 
through licensees, have been pre- 
pared by Al Paul Lefton Com- 
pany here. 


Dean Rejoins Kudner 


Louis E. Dean, with the radio 
department of William Morris for 
the past two years, has rejoined 
Arthur Kudner, Inc., New York, 
as the General Motors account ex- 
ecutive. 
count for seven years when Camp- 


distributed | 


He was on the GM ac-| 


47 


bell-Ewald Company, New York, |its Dr. Porter’s Oil, an old product 
The ads, as well as booklets on | was handling it. 


‘New Grove Vitamin 
and Liniment Tested 


| Grove Laboratories, St. Louis, 
currently is conducting a news- 
paper test in Syracuse, N. Y., 


through William H. Weintraub 
Company, New York, for Veds, a 
multiple “breakfast” vitamin prep- 
aration. Copy stresses use in com- 
batting “morning starvation.” 

In Iowa, Grove is running a 
|test in newspapers and radio for 


designed essentially, it is reported, 
for the same markets reached by 
Absorbine and Absorbine Jr., lini- 
ments made by W. F. Young, Inc., 
Springfield, Mass. 


Issues New Rate Card 


Effective with the September, 
1945, issue, Nation’s Business will 
increase its basic black and white 
one-time page rate from $2,000 to 
$2,200 and raise its circulation 
guarantee from 365,000 to an aver- 
age net paid of 415,000. 


trade. 


FIRST 


And that verdict applies not only to the new and 
popular covers of MOTOR AGE—¥it also applies 
to its general contents. 


Car dealers and maintenance men who like the lit- 
tle touch of “escape reading” in MOTOR AGE, 
also like the “guts’—the 100% serious and useful 
information on automobile repair and service sales. 


They pin up the pretty girl covers—but also on 
the same walls they pin up TEST DATA, Trouble 
Shooting DIAGRAMS, SHOP KINKS, CLEAR- 
ING HOUSE items, WIRING CHARTS, etc.— 
and remember that an average of 1 out of every 
11 readers asks Editor Bill Toboldt a business ques- 
tion every year. 


Every issue of MOTOR AGE is a pin-up—and so, 
potentially, is every page—éincluding those that 
carry your advertising to the automotive retail 


IN IMPORTANCE — CAR DEALERS AND INDEPENDENTS 


° MOIR AGE - 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 


Salam woe & ee. > “Tr ee. ~ ae = 1 
fieh ye x = Sy 24 Dio * bs ep ieee, ” ¥ ° , 5 t “a 
Ki rie : , - ¥ & Rs ~ fan 
, oir 
1945 | me 
a = 
fig. | oa 
s a PO! +E, , ; a 
z J - = 
a a 6 aa ee . . J = 
Te) | suTHO fe a 
vty ees - 
ENT ; vw —_ 
Lr ane wn jg “ aoe 
suosy wash" ; | X eS 
ere eatmaghaeden yf Be 
west | i ae |} 7 | a | es: 
ene ASS See sow ¢ Vif, el 7 on Be 
‘ : a, Re 
Yosraniicd Gallon hon *0THng ¢ o 
me a 9088 | shes, Song powders we ins ; Bag 
n en aud washing comysownds fot She hey, | Eee 
‘ ; 
Crl- coil homie HSAs... 7 pe 
iy a ; ‘ Ey 
4° ey —— — 4 hl 
ion : aon R. Ge 
; oes Spe i 
; ng mre A ngpatag Setar, \ C1VE YOUR amos A ¥ ‘ a 
- a Sen ee aN Gaal Tryator » i 
Don LT f= hy oy Yow gree you hands @ heonty a 
. ' cocieng, ewenters, seats, bla Preatment every time you use 4 
“ 2 onlaprends. SUTHO SUDS for washing 
noo SSS 2 TST TT SE SSSR eS SE TE ST i A ALTE TT 7 
ain re ooo eat ES 
! x See) hands ooh, amath and lovey. ‘ 
, se Satine tata 
‘CTION cn titita taht ths Sheth ttn cbn rates tase 
ae rs RR Sr 3 
. This i 
LT SEAS Sis 
ir the ee ene ent mene! Get. ouny, exmmemtent — Seth See enete LESS ‘han sau hes sl sou fe par 
Tris Ht Ree 
= mas a ct yu goat en dens Sele cag 
intor- cas a SusWemncae soma seine 
ae Srvastesass sot : 
l Ufcar  ouga ann aa FFG =] - 
—— MOET BAC ~y ay eet soap powder and fakes have any “= 
S Piles ~: Witsoe ncceap, ES Teceaeecmne rate Tee SIF 9K ms 
A = wor aregmorares [g eentteumg Tercmner “10. fess 
4 =~ te 1 bing eclny Psi hen from Suthe Sade gradually ¢ mere ba 
; msvaserrmonite Poe, me teran Tunes” bee teas chon ease ood = 
4 = rn eran , eee eon tno oo 
Ei sobsah bacterin a dcteteel Se 
oo hl aie mE : niet 
1 , il. e " Ph 4 ~ ss Ce .. rot > bs oR aa ne ee IS ae Mpa gee ye Se oe ee a e ee ye : x 2 : 
: % ee a Pe lia whe ee pe eae ee . ee . Sae 3 ie J; 
‘ ss her ee ee a : Re gee: a8 3 ai rd 
aR ee ty oa SS 4 ; eR RR ae Os Bae aa? ee Sa tip ae es ta 
as eae et ea ee: 
“aan . ; ee Pie - or ae 4 
ea: . ie ee eae : : Saakree eS ee aes ae 
co ‘ ~~ > eo : Reo se ou. or “lee 
»~= q RC eee Ramen pe as - ere * ek eR 2 Po. Site 
a : ee ee f were ae : Se 3 ne 
; a ee j . i “ saeeee a Ras BSS Cee ae : 
Ph fe ~ fa 8 Be es a + 
Wy eee > | i eee Pr ee ee 
| a, PR Ne % % s 4 tis ' : ‘ 
aN wa . BS; 
7 > = oe a 
ts i” ; ey os 3 bg. é. 4%. \ 
nel s se ay ; 4 =f . “ j | 3 
7 - te ~«y a \ I 9 
— PP ate go ad aa ; ‘ mn 
vee Tea =. - pe ie = ‘ae: <a 
= 2 ; _ : ¥ pais iy 
“ : A | > ; hy a E 
4 ‘ ; . ' ne 
if 4 Se — 
f ‘ q x =. Po aoe 
\ ¢ - $ Eo ae es “ae 
2 Bins, att ar te ‘ 
‘ Ed, 6 St io Si % 
fs ! 5 ies 4 ee vals Pa. oe OE tnd ey 
) ae. _ & 2s eee” 
4 ee ete £372 . ? A 
» ied >, oe i pie ewe ' 
4 - i Oh . ere — apd oH : 
Cs ‘ de re - 
ee be ae : rn . 
‘ le a ia 
4 x . i i cae p per ce 
& 4 ae bial 
Ps : s ’ 
AS, S -_ 
“ ripe a 
2 Be de ee 
oe eee » a 
" i : a 
° Lo 
ws ‘ iy 
Xe Body oa i! : 
j Bs ay | re me 
P| ‘ 3 , ye x a 
a a ) cs 
aq = * - 1 
= 
7 be = 
~ ue ; ’ 
og , ‘ 
See 4 oS 
~ Pp ; ae 
— t% os 
the ee 4 . > = 
: mg ~ ae 
id- can kg ER acai aM. i = i 
-. |e ee alas t : eae 
a i, : ee ai £4 ae : ¥ 7 : ree 
PB oe pala mo 2 
io. = 5 a ilk 
pee a. | See ois a _ 
r of Mi. er , me 
tg ee 
; “3 Roe ae ee ee 
nes ay : ay Bi 
at ee. me .  . 
— | at Se 
O01 ed : eee eae a 
a’ aoe i gar 2 % sane oes ee Re 4 
Red.’ eae HE ek = 7 
ir . & de... ’ Bs : “a - 
Oe bac ae sce i ¢ : aa : ee 
4 . a 
: F j ‘ Sn di 
hk a ae ae 
y ’ be co 
: 2 5 — 
. A CHILTO - | 
( — ae : 4S ation. % = 
8 2 - an 
I 
fe 
= " . ‘ vf 4 ‘ = : 5 Ns ' Z . " 


— 


48 


ARF’s lst Hearst Study 
Favors Nat'l Stories 


Readers of the Hearst Pittsburgh 
Sun-Telegraph favor national 


stories, a reversal of the reading | 


pattern found in other studies, 
according to the Advertising Re- 
search Foundation Study No. 76 of 
the Continuing Study of Newspa- 
per Reading. Only three _ local 
stories made the ‘“10-best” list for 


women, and eight national stories | 


appear in the list of the ten best- 


PARDON US 


Some New Customers 
Are Waiting For You 
if yeur business is in something 
to eat or drink 

. . . OF something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion te buy.” For the Negro looks 
to his race press with confidence 
and leyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


|read stories 
j}account of 


for men. A back page| ° 
Boake Carter’s death | 


|was best-read news story in the 
|study, both by men and women. 


| The Hanes 


earning a 7% 
\9% for women. 


Knitting Company, 
advertising men’s underwear, ran 
|a 423-line ad on an inside page, 
rating for men and 
A Calvert whisky 


lad on the opposite page was read 


lby 16% 


of the men and 18% of 


|the women. Horne’s and Gimbel’s 


—two of the six full page depart- 
ment store ads in the Nov. 17 issue 
| —rated among the ten best in all 


|studies to date, ranking ninth and 


| tenth. 


Local ads appear on the 


last two or three consecutive pic- 
ture pages which draw 82% and 
85% readership from men, respec- 


|tively, and 91% 


| tively, from women. 


|will be 


scheduled, 


the account. 


and 89%, respec- 


United Using Newspapers 


With a full-page ad in March 10} 
Collier’s, United Aircraft Corpora- 
|tion, East Hartford, Conn., has 
iresumed magazine advertising 
after two years of advertising in y 
newspapers only. Other magazines | 60,000 to 75,000 new trade enter- | high. 
with Platt- | prises. 
Forbes, Inc., New York, handling | nesses will not require a high de- 


POCA NANA TULG 


How Business and Industry Are Preparing for a Peacetime World 


aid sees SE TE | 


senting opportunities for elderly 
on Trade and Service jand slightly disabled people. 6) 

Trade and service enterprises | Trade expansion may be expected 
will offer more than one-half and | after the war because of the pop- 
possibly two-thirds of all postwar | Ulation increase, revival of tourist 
jobs in California, according to a|trade, pent-up demands, new 
report released by that state’s Re- |products and services, increasing 


California Jobs Depend 


construction and Reemployment urbanization of the state’s popu- 
Commission. lation and other factors. 7) The 

Facts revealed in the report in- advantage favoring immediate 
clude: |postwar employment in trade and 


1) Distribution and service en- | Service enterprises lies in the fact 
terprises provided 64% of all em- | that there are no conversion prob- 
ployment in the state in 1940. 2) | lems such as are faced by manu- 
California lost 35,000 of her 205,- | facturing. 8) Thousands of women 
000 prewar retail trade outlets be- | Who have gone into distribution 
tween 1941 and 1943, recovering | and services for the duration will 
only 9,000 by June of 1944. 3) | return to their homes, leaving jobs 
Most of the businesses which dis-|for men. 9) Chances for success 
‘appeared were small. 4) If the in this field are often slight with- 
| pre-Pearl Harbor ratio of retail] | out experience and adequate cap- 
‘trade outlets to population is to ital. The rate of failure in this 


be restored, California will need |type of enterprise is relatively 


5) Many of the new busi- a ae 
Westinghouse Electric & Mfg. 
igree of skill or heavy labor, pre- |Company sees a postwar market 


Station KEX (5,000 watts), Blue Network 


affiliate in Portland, Oregon, is now owned and 


operated by Westinghouse Radio Stations Inc. 


To programs out of the “Blue” will be 


added the well-known Westinghouse skill for 


producing local programs. Programs designed 


for more than just listening... but rather to 


appeal to the likes of the community. . pro- 


grams that stay “in tune” with the people. 


Listener and sponsor alike stand to gain 


PORTLAND OREGON 
5.000 WATTS 


from this merger of KEX, Portland, with the 
Westinghouse stations in Ft. Wayne, Pitts- 
burgh, Boston, Philadelphia, and Springfield. 
These sister stations salute the West Coast 
station, KEX, and wish it success as it is 
welcomed into the Westinghouse family. 
Program availabilities furnished, at your 
request, by KEX.. or, you may call on Paul 
H. Raymer Co., National Representatives, 


for any required information. 


WESTINGHOUSE RADIO STATIONS Inc 


KYW « 


KDKA 


* WOWO + WBZ «+ WBZA + KEX 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


lof 60,000,000 radios, enoich , 


a 
en 


Advertising Age, March {9 1945 


| keep the industry at peak ody 
\tion for six years, the NDam 
stated in its recent quarte:ly », 
port to its stockholders. | 


The obsolescence of A \J Sete 
when FM obtains general step, 
acceptance, indications tht 4g 


of the radio families wan: raqj,. 
phonograph combinations ang , 
steady upsurge in desire 9 oy, 
a home television receiy ; , 
given as primary reasOns for 4 
optimistic prediction. 

Bo os Bo 


Automobile rationing and prig 
control will not end with the wa», 
end, Ray Chamberlain, executi, 
vice-president of 


oui fn Se phe eas 
if Ses tant Do a 


the Nation,ii/ward 


Automobile Dealers Associatj bainte 
declared in a_ bulletin recenpylliifors’ j 
published. The demand for casim—ne In 
will so far exceed the supply thimmtrica 
the government will be compeljmplaim: 
to continue these measures flmmAlign 
‘some time after peace comes, )gmghe C 
|points out. ompt 
| He said that resumption of map.fmpet 
|ufacture will probably start at thlicists 
rate of 2,000,000 cars a year, wii Thé 


the factories turning out cars x 
the rate of 3,500,000-4,000,000 5 
the end of the first peace yea 
“The third year after car making 
starts again, production will in aj 
likelihood go as high as six anf 
possibly seven million units. 


high as annual production eve 
will go for a long time.” 


other lines of work. 

2) Recruit new sales personne 
‘One survey among war worker! 
| who had previously been salesmé 
|showed that 69% of them pre 
|ferred factory work and only 31 
wanted to return to selling. 

3) Train new salesmen and als 
train present salesmen who ms 


the lack of selling activity. 


the engineer, unlike the salesma 
had, in the war years, been putt 
forth his greatest effort in his o 
|profession. For that reason th 
‘engineer will “be alert and pr 
|pared to handle postwar requile 
|ments,” he said. 

| But the engineers must deve 
/new products, he warned. # 
|pointed out that many compan 
could retain only a fraction oft 
number of persons they now ef 
ploy if they were to go back! 
manufacturing only the © sal 
products they produced before t 
| war. 

| “Here again, it is the respons 
bility of sales executives to le 
the way,” he asserted. “We m 
‘analyze the field of possible nm 
products to determine which 
i'them might logically fit itself! 
our method of distributi 
|whether it bears a_reasona 
|close relationship to our presé 
| products.” 


Wins Elgin Contest 


Elizabeth Giles, director i PU 
licity and promotion, KTOK. Ok 
|homa City, won first prize 01 > 
‘in the recently-completec #4 
National Watch Company’ ue 
promotion contest for “Koep 4% 
With the World,’ Blue *.°tW 
presentation sponsored by 


WAR MANL 
and CATAL( 
ILLUSTRATING 


A LARGE EXPERIENCED 5TAF 
COMMERCIAL ILLUSTR TOR! 


INCORPORATED 
549 W. Randolph St., Chic°9* 
+ Ask for A.R.HANSON ¢ ®& 
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Much of the responsibility jgmmbeha 
keeping nearly 60,000,000 persoxgmmmore 
employed after the war must \MMS / 
shared by sales management anjgggconU 
by the nation’s engineers and ig Cl 
dustrial designers, J. H. Rasmygggnne 


|sen, general sales manager of Tugggceas¢ 
Crosley Corporation, told the [,gggtwee 
dianapolis Sales Executives Cou. _Th 
cil a fortnight ago. To accomplisggmcuil 
this, he said, sales managemenmgstrik 
must: majo 

1) Rebuild sales organizationgg™gduct 
which have become depleted dummy. 
ing the war, as salesmen enteregmm?arul 


prod 


thro 


have become “rusty” because @§P]qy 


Mr. Rasmussen pointed out tha Dai 
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ovie Producers’ 
ids Explain Their 


cers, Inc. published adver- 


xplaining why they and 
2),000 employes are in the 


lors’ \ ybs. 


Aligned on the painters’ side is 


Valsh, 
hreatened to close movie theaters 
hroughout the nation and 
‘anada if the producers recognize 
the painters’ union. 


“Studio production § efforts 


aign currently 


ling 
daily newspapers and 53 comic 


‘0 GRANDE VALLEY 


) Harlingen Star — McAllen Monitor 


= 


ising Age, March 19, 1945 


‘in Strike 


wood, Cal., March 14.— 
ociation of Motion Picture 


ts in Los Angeles papers 


of a jurisdictional strike 


studio set decorators. 

ar 17,000 employes have 

over an NWLB temporary 

eranting control to the AFL 

union over the decora- 
Many strikers support 

ternational Alliance of The- 
Stage Employes, which 
the bargaining rights. 


ynference of Studio Unions, 


omposed of the painters, screen 


esigners, machinists, 
and others. 
producers entered the dis- 


pub- 


ute by asking the NWLB to de- 
ide the case immediately in or- 


R. A. 
has 


) prevent the strike. 
IATSE president, 


in 
Actors’ Vote Important 


in 
f of military and civilian 


morale are impeded,” the city of 
Los Angeles officials say. 
contribution to our armed forces, 
to civilian morale and to the win- 


“A vital 


of the war must falter and 
if this heedless conflict be- 


tween rival unions continues.” 

Thus 
Guild has not taken part in the 
strike, and as a result most of the 


far the Screen Actors’ 


- studios are continuing pro- 
ms. The guild meets Fri- 


day night to decide whether to 
participate in the strike. 
Trade sources 


report a good 
og of unreleased pictures, 
there is little likelihood of 


the strike interfering with planned 
promotion. 

Today’s 
producers’ association was placed 


advertisement of the 


gh Foote, Cone & Belding. 


Plan Nabisco Drives in 


ies, Magazines 
spring drive for Nabisco 
bran will start April 1 with 


insertions scheduled in 400 news- 


s from coast to coast. Small- 
ads will feature the product 
pleasant way to relieve con- 
ion. The newspaper drive 
ements the four-color page 
running in 


women’s magazines to promote the 


as a delightful breakfast 
| as well as the ready answer 


to bran muffin making. Point-of- 


promotion is based on a 
e-your-money-back guaran- 


A new retail poster on Nabisco 


ded wheat has been designed 
iture related food items. The 
ded wheat campaign includes 
| various women’s magazines, 
llier’s, Life and The Saturday 
Post, and insertions in 


ements. 


y to McCord 


‘lifford Estey, most recently 
resident of Burton Browne 
‘tising, and before that with 
nt and Crosley Corporation, 
joined McCord Company, 
apolis agency, as general 
fer in charge of Chicago ac- 

He will open a Chicago 
or McCord shortly. 


Lyon Elected Head 
of Philip Morris 


Alfred E. Lyon, former execu- 

tive vice-president of Philip Mor- 
ris & Co., Ltd., has been elected 
president of the company. He 
succeeds O. H. Chalkley, who re- 
signed to become chairman of the 
board. 
Two new vice-presidencies were 
created for I, G. Hanson, treas- 
urer, and Ray Jones, formerly in 
an executive position with the 
company. 


R. M. Gray Promoted 


R. M. Gray, advertising and 
sales promotion manager of Stand- 
ard Oil Company of New Jersey 
and affiliated companies, has been 
elected director and vice-president 
of Esso, Inc., New York. 


Fair Trade Group 
Does Not Oppose 
Colorado Ruling 


New York, March 13.—‘he 
American Fair Trade Council has 
notified its members that the U. S. 
Supreme Court’s recent decision 
upholding anti-trust convictions 
against a group of distillers, 
wholesalers and retailers, charged 
with conspiring to fix prices on 
liquor and wine _ shipped into 
Colorado (AA, March 12), does 
not interfere with the Colorado 
Fair Trade Law nor affect the 
principles underlying fair trade 
laws of 45 states. 

Those laws, according to I. W. 
Digges, AFTC general counsel, do 
not permit conspiracy and collu- 


sion among producers, wholesal- 
ers and retailers in establishing 
resale prices. Their sole purpose, 
he asserts, is to enable manufac- 
turers of trademarked articles to 
prevent distributors from cutting 
prices on the articles. The laws 
permit contracts for cutting prices 
only between an individual manu- 
facturer and his distributors, and 
do not allow horizontal price-fix- 
ing agreements among producers 
and distributors. 

“The decision in the Colorado 
case,” he says, “relates to the 
misuse of the fair trade law and 
does not affect the legitimate ap- 
plication of that statute.” 

None of the Colorado defendants 
are members of the AFTC. 


Roth Rejoins Hoyt 
R. L. Roth, director of sales 
promotion and advertising of Dic- 
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tograph Products for the past 
three years, and formerly vice- 
president of Commanday-Roth 
Company, both of New York, 
has rejoined Charles W. Hoyt 
Company, New York, as director 
of marketing. He was previously 
with the agency as director of 
plans from 1918 to 1926. 


produce y 
promising 


ADVERTISING AGE 


3302 DODGE ST. OMAHA. NEE 
ARTeCOPYeLAYOUT*SALES PLANS*RADIO 


TRADE PAPER* NEWSPAPER # MAGAZINE 
E : R 


a preacher of Americanism. 


education. 


120,000 boys get for preaching 


\; 


Group in Joxas 
Acaches 
-EXAS’ MAJOR MARKET 


et 228,000 population 


QUARTER BILLION 


Year ‘Round Income 


Brownsville Herald 


Johnny 
the Preacher 


It is hard to believe that anything as good 
as America has to be sold. But it does. 


Like religion—it takes preaching. 


That is why what Johnny does is one of 
the most important things the American 
Legion sponsors. Johnny is a preacher— 


He is one of some 120,000 upstanding 
American boys who annually enter the 
American Legion’s national oratorical 
contests—part of the Legion’s vast, 
$20,000,000-a-year Americanism program. 


Boys from fifteen thousand high schools 
throughout the land compete for the 
privilege of being in on the finals. Prizes 
awarded contestants range all the way 
from a wrist watch to a complete college 


But the important thing is not what 


Americanism—the important thing is 
what millions get from listening. 


in millions of young hearts America 
steps into first place for keeps. 


Millions of attentive young minds learn 
of the things that have made America 
great. In young visions is painted a 
clearer picture of the American way. And 


That’s the important thing. 


and un- 


It’s not easy for weeds to get a foothold 
anywhere that good crops have a good 
head start. 


You can say the same thing about odd 


American ideas—they find hard 


going in minds where good stout 


Americanism gets the jump on them. 


The American Legion maintains 15 year-round youth 
activities, sustains interest of all members through 


the pages of The American Legion Magazine, 
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Western Names Paton 

Western Frozen Foods Company, 
Watsonville, Cal., packer of Caul- 
fornia frozen fruits, berries and 
vegetables, has appointed the John 
G. Paton Company, New York, as 
exclusive metropolitan sales agent. 
The company, which also main- 
tains plants at Fresno and Sacra- 
mento, manufactures institutional- 
size packages, and hopes to put 
out a full retail line later, accord- 
ing to Edward J. White, in charge 
of sales, formerly president of 
Honor Brand Frosted Foods Cor- 
poration, Indianapolis. No plans 
for advertising have been decided 
as yet, nor has an advertising 
agency been appointed to date. 
Charles W. Hoyt Company, New 
York, handles advertising for the 
Paton Company. 


Joins O’Brien Gourlay 

James Everett Brown, recently 
discharged from the RCAF, and 
previously assistant to the secre- 
tary of Canadian Industries Ltd., 
Montreal, has joined the staff of 
O’Brien Gourlay Ltd., Vancouver 
agency. He will specialize in con- 
sumer research, market survey 
and public opinion polls. 


Private Banking 
Firm's Ad Tells 


of Free ‘Clinic’ 


Chicago, March 15.—Walter E. 
Heller & Co., private banking 
firm of Chicago and New York, 
is running a full-page advertise- 
ment in the current Newsweek to 
publicize its free “Business Clinic” 
service for sick companies. Sim- 
ilar ads will appear in Nation’s 
Business early next month and in 
other magazines later. 

Walter E. Heller, president, ex- 
plained today that the service is 
not new. For years, he says, Hel- 
ler officials of diverse business 
background have held round-table 
discussions with prospective clients 
in an effort to solve interrelated 
problems involving merchandising, 
designing, taxation, financing, etc. 
Unless the “group thinking” has 
resulted in need for some type of 
special financing, not obtainable 
from banks, the firm has not made 
a charge for the help it has given 
its prospects. 

The current ad emphasizes that 
business problems often touch on 


+” 


many aspects at one time, and that 
Heller specialists, acting as a busi- 
ness clinic, have frequently been 
able to point out “composite solu- 
tions” of such broad problems, 
The ad says that “if you need 
money that could more advan- 
tageously be. secured through 
regular banking channels, we shall 
quickly say so.” 
Weiss & Geller is the agency. 


Stokely Line to Kelso 
Stokely Brothers & Co., Indian- 
apolis, has appointed Kelso Nor- 
man Organization, San Francisco, 
to handle advertising of Honor 
Brand quick-frozen foods, cur- 
rently sold only on the West Coast. 
The company’s Stokely and Van 
Camp fruits, vegetables and maca- 
roni will continue to be handled 
partly by Calkins & Holden, New 
York, and partly by Gardner Ad- 
vertising Company, St. Louis. 


R. I. to Advertise 

The state senate of Rhode Island 
has directed the Rhode Island In- 
dustrial Commission to prepare an 
advertising campaign to interest 
airplane manufacturers in locating 
in the state. 


Teaberry & Tendermint 


Gums to Duane Jones 

Clark Brothers Chewing Gum 
Company, Pittsburgh, has appoint- 
ed Duane Jones Company, New 
York, to handle advertising for 
the company, which manufactures 
Teaberry and Tendermint gum. 
Duane Jones had previously been 
preparing magazine copy for the 
company, although the bulk of the 
account was handled by Walker & 
Downing, Pittsburgh (AA, March 
12). Although the major portion 
of the products is going to the 
armed forces, advertising in the 
domestic market will be conducted 
in trade publications, newspapers, 
magazines and radio. 


Name Allen & Reynolds 


Nebraska Power Company, 
Omaha, has appointed Allen & 
Reynolds Company, Omaha 
agency, to handle advertising, with 
an extensive radio and newspaper 
campaign scheduled. The agency 
has also been named to handle 
promotion in trade publications 
for the Omaha _ World - Herald. 
Clair Wolf, formerly with WOw, 
Omaha, handles the latter account. 


Plan Now to 
Invite 


TIRES by * 


Dayton 


Point the way to purchasers with Meyercord Decals, 
the colorful commanding tie-up between your advertising 
and the place where it ‘‘pays off’’— your dealer. 


More than that you invite them in to buy with messages 
on the most powerful media in the world—the show win- 
dows of America where “impulse” buying goes into action. 

And your dealer welcomes the ‘‘dress-up’’ your window 
signs and valances give to his business, and trades you for 
it his cooperation, the most potent force in merchandising. 
Free designing service. Address inquiries to Dept. 39-3. 


Buy War Gonds...and Keefe “Them 
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FAA Directors | 


Map Postwar Bank 
Aid to Industries 


Chicago, March 15.— ll-out 
support of sound conversion an; 
postwar business activities, wig, 
vigorous advertising of their sery. 
ices, was pledged this week py 
banking leaders attending th 
meeting of the board of director 
and extension committee of th, 


Financial Advertisers Associatioy 

The group, including FAA Pre,j. 
dent J. Lewell Lafferty, vics. 
president of the Fort Worth, Tex 
National Bank, did not discys 
advertising as advertising, |i mitins 
its official action to organizatio, 
activities of the association. But i 
outlined a program rededicating 
the FAA to “its work of merchap. 
dising the wise use of money anj 
property, at this critical time jy 
our nation’s history, for the follow. 
ing urgent purposes: 

“To prepare for conversion anj 
postwar activity; to help create 
jobs and a sound prosperity: + 
reduce the dangers of extreme ip. 
flation; to assist servicemen an4 
all other citizens in every way 
consistent with good banking.” — 


Money Problem Vital 


Right now, the FAA resolutioy 
added, the U. S. is short of every. 
thing but money and credit, anj 
how well the people use their ac. 
cumulated cash and _ borrowing 
power now and later “will largely 
determine what kind of world w 
will live in.” 

Association executives decide 
that reconversion loans _ should 
have first call on bank service 
speeding consumer goods produc. 
tion. Next, with advertising help- 
ing sell these services, will come 
construction loans of all kinds and 
consumer goods financing. At least 
10,000 of the country’s 14,00 
banks now engage in the small 
loans business or will enter it 
when postwar consumer goods 
markets expand, it was said, in- 
dicating that installment finance 
companies will be in for plenty 
of competition after V-E and V-J 
Day. 

Mr. Lafferty presided at the 
three-day meeting which ended 
yesterday. Other officers who at- 
tended were vice-presidents Dale 
Brown, National City Bank, Cleve- 
land, Swayne P. Goodenoug! 
Lincoln-Alliance Bank and Trust 
Company, Rochester, N. Y., and 
Robert Lindquist, American Na- 
tional Bank and Trust Company, 
Chicago; and Preston E. Reed, ex- 
ecutive secretary, Chicago. 


Schwengel Elected 


Institute President 

Frank R. Schwengel, president 
of Joseph E. Seagram & Sons, Inc, 
has been elected president of Dis 
tilled Spirits Institute, Inc. Con- 
currently, Owsley Brown, presi 
dent of Brown-Forman Distillers 
Corporation, was named chairmal 
of the board. Don Fisher, forme! 
director of the Ohio Liquor Con- 
trol Commission, was appointed 
director of research and statistics 


Howard T. Jones continues jm: 


executive secretary of the Inst 
tute and Vic McKenzie, ‘orme 
West Coast field representative 
has been named executive assis 
ant. 


Gets Steelcraft Account 
Churchward & Co., West liavel, 
Conn., builder of Steelcraft boats 
has appointed Royal & de Guz 
man, New York, to handle 1's a 
count. Boat trade publ 
consumer media and dire 
will be used. 
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Keystone Tests 
Texas Town, Using 
BM B Ballot Method 


New York, March 15.—Results 
of the first radio survey to be made 
using the standards and_ ballot 
orm proposed by the Broadcast 
Measurement Bureau were re- 
jeased this week by Keystone 
Broadcasting System, transcrip- 
tion network, which undertook 
the survey in Huntsville, Tex., 
through Ross Federal Research 
Corporation, to check the BMB 
principle for a small market. 

In reply to the query, “What are 
the call letters of all radio stations 
which you or someone in your 
family listen to in your home at 
any time?”, 100% of those inter- 
viewed mentioned KSAM, Hunts- 
ville, while two other stations re- 
ceived 50% or more mentions for 
listening one or more nights per 
week. 

Here, Keystone inserted a quali- 
fying question which “might be 
added to the regular BMB ballot” 
—‘What stations can you receive 
without interference winter or 
summer?” KSAM was mentioned 
by 99.5% while the next station 
was listed by only 7.5%, proving 
the Keystone point that this query 
is necessary since a “time buyer 
could very well find an overlap- 
ping of many stations in different 
areas Claiming some remote por- 
tion of the country as their pri- 
mary when they do not get into 
that section regularly and clearly 
throughout the year.” 

Keystone further suggests that 
mere listening once a week or 
more without further qualification 
may not necessarily constitute cir- 
culation. An area could be con- 
sidered primary A if a station is 
heard at least once a week by 50% 
or more of those replying as well 
as Without interference winter or 
summer, primary B if heard by 
25-50%, primary C for 10-25% and 
under 10% for primary X. 

Hugh Feltis, president of BMB, 
following the New York presenta- 
tion to members of NAB district 
2, when only 12 out of 36 stations 
subscribed to the plan, has pre- 
sented it to District 4—West Vir- 
ginia broadecasters—with 85% sign- 
ing, and this week is meeting with 
a 5 in Atlanta and Jackson- 
vile, 


Eastman Sales Increase 
$34 Million; Net Up 


Consolidated sales of Eastman 
Kodak Company, Rochester, to- 
taled $303,672,763, as compared 
with $269,044,394 in 1943. A net 
Income of $23,031,310 for the 53 
weeks ended Dec. 30, 1944, com- 
pared with a 1943 52-week figure 
of $22,270,403. 

Eastman properties in Belgium 
and France are reported in satis- 
factory condition, although the 
monetary situation has made it 
impossible to appraise the extent 
of the recovery of other assets for 
some time. A similar situation 
exists in Italy and Greece. 


Serve Ford Dealers 


_ William T. Brookins has been 
Tansterred from the San Fran- 
isco office of J. Walter Thompson 
Mpany to Denver, where he will 
ve manager of a new service office 
pened to handle Ford Dealer As- 
‘oclation advertising in that terri- 
ry. Similar JWT branches have 
seen opened in Salt Lake City, 
seattle, San Francisco and Los 
Angeles to handle Ford dealer ad- 
ertising in those areas. 


Complete Coverage 
of one of the 
greatest 
post-war industries 
i 


1328 B'way, New York 


Stevens to Bireley’s 

A. Earl Stevens, recently co- 
ordinator for committee of corpo- 
rate development of General Foods 
Corporation, New York, has been 
appointed assistant to the presi- 
dent of Bireley’s, Inc., Hollywood. 
In 1927 he joined the advertising 
staff of General Foods, later be- 
coming assistant to the vice-presi- 
dent of General Foods Sales Com- 
pany, Atlanta. Transferred to the 
New York office as assistant dis- 
trict sales manager, he was suc- 
cessively assistant to the president 
and vice-president of Frosted 
Foods Sales Corporation. 


Mathes Appoints Bates 

John Bates, formerly of Ruth- 
rauff & Ryan, New York, has been 
named director of radio for J. M. 
Mathes, Inc., New York, working 
with Wilfred S. King, vice-presi- 
dent in charge of radio and mo- 
tion pictures. 


Grant Moves Offices 


Grant Advertising, Inc., and the 
International division of Grant 
Advertising, both of New York, 
have moved their offices from 30 
Rockfeller Plaza to 350 Fifth Ave. 


ARTHUR T. HARRIS 


Sturgeon Bay, Wis., March 13.— 
Arthur T. Harris, 78, vice-presi- 
dent and co-founder of the Door 
County Publishing Company, died 
at his home here Sunday. The 
company publishes the weekly 
Door County Advocate. 


NATHANIEL ROSENTHAL 


Cincinnati, March 14.—Lt. Na- 
thaniel Rosenthal, U. S. Army, on 
leave of absence as treasurer of 
the Auto Digest Publishing Cor- 
poration and the S. Rosenthal 
Printing Company here, was killed 
in Germany, Feb. 25, at the age 
of 31. He was an observer with 
field artillery unit. 


FRANK KIERNAN 


Brooklyn, March 13 — Frank 
Kiernan, 75, senior partner and 
director of Frank Kiernan & Co., 
New York advertising agency, 
died here Friday in Brooklyn Hos- 
pital. 

Mr. Kiernan joined the agency 
more than 50 years ago when it 
was known as the Kiernan News 
Agency and specialized in report- 
ing and distributing financial news. 
Founded by Mr. Kiernan’s father, 


the late State Senator John J. 
Kiernan, the agency changed its 
name and until 1932 specialized in 
financial accounts. Since then, the 
company has handled general ad- 
vertising. Direction of the agency 
will be taken over by J. Russell 
Kiernan, junior partner and son 
of Mr. Kiernan. 


HENRY HARTWICK 


Des Moines, March 14.—Pvt. 
Henry Hartwick, 32, formerly with 
Waiter E. Battenfield Company, 
agency here, for 10 years prior to 
joining the Army, was killed in 
action in the European area on 
Christmas Day. He previously had 
been listed as missing in action. 


P. S. MONTGOMERY 


St. Louis, March 13.—Preston S. 
Montgomery, president of P. S. 
Montgomery Advertising Com- 
pany, Edwardsville, Ill., and the 
J. Knox Advertising Company, 
Belleville, Ill., died Thursday fol- 
lowing a heart attack. 


H. STUART ACHESON 


New York, March 14.—H. Stuart 
Acheson, 70, advertising manager 
of Combustion, trade publication 
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|of the boiler industry, died yester- 

day in St. Luke’s hospital after a 
| month’s illness. For a brief period 
| before joining Combustion, Mr. 
Acheson was a drama editor of 
the New York American, 


Thread Co. to O’Connell 


Heminway & Bartlett, Water- 
town, Conn., maker of synthetic 
and silk sewing thread and darn- 
ing cotton, has appointed R. T. 
O’Connell Company, New York, 
to handle advertising. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


x *& THE x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


“WAS (ST EIN DAPPER DAW 2” 


to 
Al Abrams as 


FEW lines of type in a daily 
column a few years ago— 


yet their influence was felt in a 
Nazi Prison Camp. 

Yes, it was only a short time ago 
that Al 
sports columnist, began referring 


Abrams, Post-Gazette 


well-known local sportsmen 
“Dapper-Dans!” 


The name and the idea clicked. From these few 
words in type have grown 37 Chapters of Dapper 
Dans whose members number 6,000 civic, business, 
and sports leaders—devoting untold time, energy 
and money to sponsoring sports events for worthy 


REPRESENTED NATIONALLY 


New York “ Chicago 


is “LUCKY PITTSBURGH” Gecaase 


: 


BY 
. Philadelphia ° 


Boston . 


local charities—principaily the Bronchoscopic Clinic 
and the Heart House tor children. 


And now today—out of the Hell of a Nazi Prison 
Camp, from Pittsburgh Lieutenants Johnson and 
Stern, comes the request for Chapter number 38. 


Yet the creation and growth of the Dapper Dans is 
only one small example of the influence of the Post- 
Gazette in its community—an influence that brings 


PITTSBURGH 


POST-GAZETTE 
One of Americas Great Tleaupapers 


results. 


PAUL BLOCK AND 


Detroit e San Francisco . 


ASSOCIATES 
Los Angele . 


Seattle 


come peace, there'll be no reconversion jull here. Pitts- 
burgh’s industries are basic-—coal, iron, steel, aluminum, etc.— 
and they'll be the backbone of production in peace as in war. 
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Hits Treasury's 
Surplus Property 
Policy; Urges Ads 


(Continued from Page 1) 


tomers; extend normal trade 
credit; make more use of samples 
and displays; establish uniform 
pricing systems; offer goods in 
small lots. 

Treasury people say many of 
the changes, including great ex- 
pansion of mailing lists, have al- 
ready been made. The committee 
suggestion that more reliable 
methods of advertising are neces- 
sary could only spur execution of 
a decision made at the Treasury 
several weeks ago to hire an ad- 
vertising agency. Virtually all 
preliminary details had been set- 
tled this week, and an invitation 
for a number of large consumer 
and industrial agencies to come in 
was understood to be in prepara- 


tion. 


With present treasury advertis- 
ing methods, the report pointed 
out that in some instances there 
was no formal advertising, and 
only a random and informal no- 
tification by letter, telephone, or 
personal contact with potential 
purchasers. 

“Mailing lists were inadequate, 
unpaid publicity was uncertain, 
and no paid advertising and cata- 
logs were employed,” the commit- 
tee said. As an example of the 
shortcomings of Treasury’s public- 
ity, the committee said that only 
91 of 116 members of the National 
Boot and Shoe Manufacturers As- 
sociation had received notice of 
the availability of 75,000 pairs of 
shoes, later sold to a speculator. 

The report described ‘‘The Sur- 
plus Reporter” as “a definite ad- 
vance” over previous publicity 
methods, but asserted that its 
“multiplicity” made it “an imper- 
fect device of limited usefulness.” 

“*The Surplus Reporter’ in its 
present form is not the ultimate 
answer for cataloging surplus 
consumer goods,” the committee 
said. “A more adequate report 
conforming more nearly to the 
conventional trade catalog may be 


developed when larger and more 
complete stocks of surplus goods 
come into the hands of the Treas- 
ury for disposal. 


Asks Continued Study 


“The form of the catalog me- 
dium is a matter which will war- 
rant continued study and experi- 
mentation by the agency, and in 
this connection we suggest that 
the officials in charge might profit- 
ably consult with classified ad- 
vertising directory compilers of 
private business.” 

On newspaper and trade paper 
publicity, the committee com- 
mented, “Such publicity is cer- 
tainly useful, but it is bound to 
be uncertain in its coverage and 
was certainly not employed with 
any success in several of the 
cases covered in the committee’s 
investigation.” 

Noting that the Treasury has 
not employed paid advertising 
thus far, the committee said the 
experience of the War Department 
after World War I was worth 
noting. “Until close to the end 
of 1919, the War Department con- 
fined its advertising to circulars 
and unpaid publicity in newspa- 


@ Four little figures with a great significance 
to advertisers—49.6% of Popular Mechanics 
readers earn more than $3000 per year— 
59.2% own their homes—86.4% have hobbies 
— 64.7% have home workshops. 


Here is a group of over 700,000 men who 
have the means to buy, the motive for buy- 
ing and the enthusiastic, inquisitive type of 


$450 * 
yse° 
R per P per M 


During the past 5 years, Popular 
Mechanics’ rate per page 
per thousand has never 


exceeded $1.50. 


A QUALITY OF HOME-LOVING 
-  MECHANICALLY-MINDED MEN 


minds that make intelligent buyers. They’re 
also the kind of men who influence other 
people. Records of more than 42 years prove 
that they read and answer advertisements in 
Popular Mechanics, and keep each copy for 
years as a reference book. 


If you have something to sell to this type of 
market, Popular Mechanics is a very good 


advertising medium. 


pers and trade journals,” it said. 
“While these means were con- 
tinued, it was found profitable to 
use paid advertising, and the ex- 
penditures for this purpose in- 
creased from $30,000 in 1919 to 
$725,000 in 1920.” 


Trade Catalog Urged 


When the buyer's market 
returns after the war, “it may be- 
come feasible to issue a more ade- 
quate report similar to the con- 
ventional trade catalog, listing the 
type of goods available for sale,” 
the committee said. 

The committee pointed out that 
J. W. Pehle, successor to Mr. 
Olrich at Treasury, had adjusted 
some of the agency’s policies to 
conform with the Surplus Prop- 
erty Law. It said that one im- 
portant change still to be made 
involves reversal of the policy of 
offering goods back to the original 
manufacturer. 

The committee argued _ that 
goods should be offered to all 
competitive firms. “The govern- 
ment has responsibility for the dis- 
posal of its surpluses in an or- 
derly fashion so as to avoid dis- 
locations of the economy, and, in 
that sense, for the protection of all 
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manufacturers, their distri) . 
and their workers,” it deci.yeg - 

“However, in the purc} 
trademarked consumer goor 
manufacturers, the governm. 
cepted no obligation to rote 
these trademarks. The 
now the sole property of t! é 
erment and can be disposed o 
legally and morally as it sec. fit, j 
is far beyond the obligations 
government to accept resp nsibjj. 
ity for maintaining any ind vidya) 
manufacturer’s competitive pogj. 
tion in the trade communit: 7 


Lewin Agency Appointed 

Pulverizing Machinery (Cop. 
pany, Summit, N. J., manufacture, 
of pulverizers, grinders and mix. 
ers, has appointed the industri 
division of A. W. Lewin Company 
Newark, to handle its account, ° 


Representing Fritz 

Fritz Publications, Chicago, ha; 
appointed L. M. Perkins, Cleve. 
land Heights, O., as Cleveland rep. 
resentative of Paper Industry anj 
Paper World and Paper & Pylp 
Mill Catalogue. He succeeds Kur 


R. Groener. 


the 


By “tomorrow” of course we 


success. 


sO eae Now is the time 


ARSON 


minal ESTABLISHED 1929 


Will YOU be in 
picture... tomorrow: 


mean the day that’s coming 4° 


surely as Victory...when millions of cash-ready customers wil 
be whizzing over the highways and buy-ways...when m lions 
will be seeing—and acting upon—selling messages carr. d by 
LEE LARSON HIGHWAY DISPLAYS. 


Be sure you’re in that happy picture...tomorrow. Make pla0s 
today with LEE LARSON HIGHWAY DISPLAYS. 
@ A COMPLETE SERVICE from sparkling ideas to finished 
installation and maintenance. 
@ ANY SIZE, TYPE, QUANTITY, on rental basis. 
@ NATIONAL OR SECTIONAL COVERAGE for sure sales 


@ NOTABLY SUCCESSFUL BACKGROUND in the service of a 
wide variety of LEE LARSON clients... from auto- 
mobiles to beverages to insurance. 


P.S. Early consultation recommended in view of prevailing 


to call a LEE LARSON mano! 


7] LEE LARSON & C°. 


@ WAUKESHA, wiscosiN 
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Hercules Powder 
and Frigidaire 
Win ABP Awards 


(Continued from Page 1) 


carnegie-Illinois Steel Corpora- 
tion; William Knust, advertising 
manager, National Lead Company, 
and Merlin Du Bois, advertising 
manager, Fostoria Glass Company. 

Third award winners’ were 
American Steel & Wire Company; 
Lily-Tulip Cup Corporation; in- 
dustrial products division and «o- 
roseal division of B. F. Goodrich 
Company; Owens-Corning Fiber- 
glas Corporation, and Independent 
Pneumatic Tool Company. 

The 536 entries, compared with 
186 last year, were judged on the 
basis of “informative usefulness to 
business paper readers”; “perti- 
nence of the approach”; “results 
obtained in relation to valid ad- 
vertising objectives,” and “efficient 
use of space.” 

Schuyler Hopper of the Schuy- 
ler Hopper Company, chairman of 
the judges, said that they had 
found: 

“1, Too often the objectives of 
a campaign sounded swell, but the 
ads themselves failed to tell what 
the advertiser had set out to con- 
vey to his market. 

“2. A purchasing agent was par- 
ticularly antagonistic toward ad- 
vertising that intimated that the 
user of any other product was 
pretty stupid. 

“3. Purposely distorted illustra- 
tions to make a competing product 
lok shabby were frowned upon. 


Hit Generalities 


“4, Rejected was an ad in which 
diagrams. and cross-section draw- 
ings promised real information, but 
the copy dealt in generalities and 
told nothing. 

“5. Ads that boasted out of all 
proportion to the importance of 
the product produced unfavorable 


Compl te fusion of stud to metal 


in fess then 12 second... wed 


{ «nome: ¢ cononarion 
ad 


NELSON sTUD WELDERS « STUDS 


FIRST AWARD —Nelson Specialty 

Welding Equipment Co., with this copy 

featuring its stud welder, won one of 

the first awards in the third ABP busi- 
ness paper competition. 


reactions.” 

Judges representing users of 
products advertised were: Egmont 
Arens, packaging consultant; R. R. 
Guempel, Hyatt Bearings division 
of General Motors; Alfred Kuss, 
Lewis & Conger, New York store; 
Harry G. Matthews, Brown & 
Matthews, construction engineer, 
and J. R. Schmertz, Mathieson 
Alkali Works. 

Judges representing purchasing 
agents: N. O. Aeby, Johns-Mans- 
ville Corporation; R. V. Elms, 
Sperry Gyroscope Company; H. K. 
LaRowe, Chemical Construction 
Corporation; C. C. Shellberg, 
Wright Aeronautical Corporation; 
J. R. Taylor, Socony-Vacuum Oil 
Company, and J. A. Wiley, Chem- 
ical Construction Corporation. 

Judges representing advertising 
agencies: Lloyd Dunn, Rickard & 
Co.; Mr. Hopper; F. B. Manchee, 
Batten, Barton, Durstine & Osborn; 
J. H. Smith, John A. Cairns & 
Co.; O. &.. Tyson, O..5. Tyson & 
Co., and John Wiley, Fuller 
& Smith & Ross. 
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Same Paper Quotas 
Hold; Delivesies 
May Drop 5-13% 


(Continued from Page 1) 


available for the second quarter 
than the first. 

In dividing up the available 
supply, it decided that only 451,- 
900 tons of groundwood and book 
papers could be made, compared 
with 487,500 during the present 
quarter. 


Inventory Seen Sufficient 


The decision before the maga- 
zine publishers and the printing 
and publishing division was 
whether the present rate of con- 
sumption should continue despite 
the reduction in supply. Indus- 
try and WPB are apparently 
agreed that inventory is sufficient 
to carry requirements for at least 


this second quarter. 

The newspapers, on the other | 
hand, had been told that trans- | 
portation difficulties in Canada| 
would result in a decline in de- | 
liveries, despite the Canadian | 
commitment for 210,000 tons of 
paper a month. Benton Cancell, 
deputy director of the WPB For- 
est Products Bureau, told the 
Boren newsprint committee it is 
believed that during the second 
half of the year newspapers may 
get slightly more paper than they 
have been getting for the past 15 
months. 

According to Mr. Cancell, it is 
possible that a 5% increase in 
deliveries will be possible starting 
in the third quarter. Whether 
this would be used to rebuild in- 
ventories, or to liberalize print 
quotas, would have to be deter- 
mined at a later date in consul- 
tation with the industry advisory 
committee for the newspapers. 

At a hearing this week, the 
Boren committee heard that no 
negotiations had yet begun for 
the United States to obtain news- 
print or pulp from Sweden and 


| mits. 


Finland when transportation per- 
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Witnesses from the FEA 
and State Department admitted 
that Britain had already com- 
pleted arrangements with the 
Swedes, but they took the posi- 
tion that it would help our news- 
print situation merely to encour- 
age liberated Europe to get pa- 
per from Scandinavia. 

The second quarter pulp allo- 
cations included a small reduction 
for export pulp as well as domes- 
tic users. During the first quar- 
ter, 61,281 tons had been author- 
ized for export, while during the 
second quarter 60,863 tons have 
been approved for shipment. 


Represents WMAN 
WMAN, Blue outlet in Mans- 
field, O., has appointed Sales Rep- 
resentative Broadcast Sales Com- 
pany, New York, as national rep- 
resentative for the station. 


Persons to Bloch 

L. M. Persons Corporation, St. 
Louis, manufacturer of electrical 
controls, has appointed H. George 
Bloch Advertising Company, St. 
Louis, as agency. 


give him these wartime days. 


the job you’re doing. Could you take over more of his 
load if you did a little of the right kind of thinking 


and planning? 


Hammermill has just published a new idea-book, 
“Pathway to Executive Success,” 
just the spark, just the stimulus and guidance you 
need. It offers not just advice, but a clean-cut, step- 
by-step plan. It tells how to size up your job, relate 
it to the bigger needs of your firm—shows you how to 
organize and crystallize your ideas, so they'll work 


and click. 


It’s a simple program that has worked for others. 
It will work for you. Just send the coupon. No obli- 
gation, no “follow-up” of any kind. 


These are days to choose paper wisely. it is a critical war ma- 
terial. Rely on dependable Hammermill Bond. Its quality is still 
safeguarded today by the same laboratory tests we’ve developed 
» through 45 years of papermaking. 


Send for this{new book. 


THAT BOSS OF YOURS needs everything you can 


LOOK FOR THE WATERMARK - -- 


1 OUGHT TO 


HANDLING MORE 
OF HIS WORK! 


Take a frank look at 


that may give you 


Ser 


Name 


Position 


IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Co., 


Please send me—free—a copy of the Hammer- 
mill idea-book, **Pathway to Executive Success.”’ 


Erie, Pa. 


(Please attach to, or write on, your company letterhead) 
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1900-Foot Rubber Band Snaps Iron Through A Mountain...... The B. F. Goodrich Co. 3 
From pit’s bottom to railroad cars on a rubber elevator. sia iain: ns serena 
Here Comes That New Airport!.... 6.0.0.0... cece cece eee Chain Belt Company 22 
Factories and bridges ready-mixed in the trucks that deliver them. aie ani nN ae 
You'll Make Money On Imefficiency......................... James Thomas Chirurg Co. 28 
Where there's inefficiency, there’s a market for advertising. ee 
Me TE I Te oi as ak rec sas ewe ees ce cancs Union Carbide & Carbon Corp. 45 
Man’s progress is paced by the amount of heat he can create and control. ie ee 
An Assembly Line 26,000 Miles Long........................... Pennsylvania Railroad 57 
And it assembled 4 tons last year for every person on it. hen rene 
Youw’ll Enjoy A Thousand Lives.................... Allen B. DuMont Laboratories, Ine. 65 
Television will multiply the abundance of everything postwar. ‘eaten 
“No Tickee, No Washee”’ Or: Keeping It Simple................... The McBee Company 93 
Each business to its own system. ery aa ee 
A New Idea That’s 2000 Years Old...........................062204.. The Todd Co., Ine. 180 
Signet rings and check signers make the same difference. ee 
Why Is A Bomber Like A Dime Store?............................ Corning Glass Works 201 
They're both full of glass jewels. Batten, Barton, Durstine & Osborn, Inc. 
What Seratchy Diapers Mean To Industry.......................... Hagan Corporation 261 
Industry and housewives have the same hard water problem. a 
Food For The Tree Of Life......................... 000.0: The Davison Chemical Corp. cover 


‘ jamin Eshleman Co. 
A nation without phosphates is doomed, and the enemy knew it. ee 


® Most people believe—and we agree—that on the pages of FORTUNE 
appears each month the most interesting advertising in U. S. publishing.* 
Perhaps many advertisers and their agencies feel as the president of one 
company did when he instructed his agency: “I don’t want any advertise- 
ment of ours to appear anywhere that isn’t good enough to run in FORTUNE.” 


The advertising in FORTUNE is factual, illuminating, beautiful—a fortunate 
complement to the distinguished editorial pages that have made FORTUNE 
the authoritative magazine of management. 


* and yet 4.4% of our subscribers don’t read the advertising. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 
MEN. 85% OF FORTUNE'S 175,000 subscribers are management men—and survey after survey shows that in FORTUNE 


the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 
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advertising Age, March 19, 1945 


REVIEW OF 
THE WEEK 


~LAMpori 


EXPORT WINNER—Lamport Co., with 

its export campaign on textiles, won a 

first award in the annual Associated 
Business Papers ad competition. 


are the Lele wines 


SPRING SHOWING—This new poster for Ambassador wines, produced by 

Fruit Industries Ltd., San Francisco, is being used intensively on the Pacific 

Coast and in selected markets throughout the country. Davis and Beavan, 
Los Angeles, is the agency. 


ss dy = eT 
PAIR OF QUEENS—The Desert Citrus 


Committee of Arizona and Southern 
California chose Virginia Lee Howard, 
NEW LAYOUT—The new salesroom of the San Francisco division of Zeller- left, of the continuity department of 
bach Paper Co. in the Merchandise Mart, San Francisco, with its specially- Station KOY, Phoenix, for its Desert 
designed shelves and display arrangement, is considered unique in the paper Orange Queen, and June Wickizer, 
distribution business. Desert Grapefruit Queen. 
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IN TOP ABP AWARDS—With these two advertisements, Hercules Powder Co. (left) and Frigidaire division of General 

Stors last week won two of the top honor awards in the third annual ad competition sponsored by Associated Business 

‘pers. The Hercules campaign won first in Division 3—advertising of fabricated parts, materials, etc., while Frigidaire 
was first in Division 6—advertising products for resale. (Story on Page |.) 


+ 8O°TON NAB MEETING—Gathered at the recent Ist District meeting : ; 
: the National Association of Broadcasters, which featured discussion of the AD COUNCIL LEADERS—James W. Young (second from right) of J. Walter Thompson Co. was elected chairman of the 
8ccost Measurement Bureau, were: Paul W. Morency, WTIC, Ist Dis- War Advertising Council at a directors’ meeting in New York (AA, March 12). He succeeds Harold B. Thomas (right) 


y ctor; Hugh Feltis, president, BMB; Linnea Nelson, time buyer, J. of Pedlar & Ryan. Reelected were, left to right, Frederic R. Gamble, president of the Four A's, secretary-treasurer, and 
"ster Thompson Co. and Four A's director of BMB; Robert Elder, research Vice-Chairmen Kerwin H. Fulton, president of Outdoor Advertising 


Mh 


yi 


TRACES COURSE—Following Don McNeill's Breakfast Club broadcast Feb. 

23, which cited the 150th anniversary of the Navy Supply Corps, Rear Adm. 

E. G. Morsell, supply officer of the 9th naval district, pointed out places 

where he was stationed in the Philippines before returning to the U.S. The 

interested audience is composed of Charles H. Swift, left, chairman of Swift & 

Co., sponsor of the program, Vernon D, Beatty, ad manager of Swift, and 
Don McNeill, Blue Network. 


COAST CONFEREES—Shown at the recent midwinter conference of the 

Pacific Advertising Association in Portland are, left to right (standing): 

Walter Loper, Pacific Coast sponsorship chairman for the War Advertising 

Council, and H. Q. Cox, vice-president of PAA District No. |. Seated are: 

George Weber, Mac Wilkins, Cole & Weber, Seattle, president of PAA, and 

C. A. Storke, associate publisher, Santa Barbara News-Press, and senior vice- 
president of PAA. 


Distinction plus! 
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HIGH HAT—Schlitz and Prior, in their current ads, use similar props to 
denote “distinction,” AA reader, Rudolph Wetterau of H. M. Kiesewetter Ad- 
vertising Agency, New York, observed. 
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THE BELA THAT MADE MIEW AL Kee rr \ious 


Inc.; William Reydel, Newell-Emmett Co., and Paul B. 
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Arizona newspapers go into practically 
every home in the state. They offer the ad- 
vertiser a thorough and extremely economical 
means of completely blanketing this willing and 
able-to-buy market. Each is a remarkable ad- 
vertising value in its own community. 


In Phoenix, the state’s largest and most influ- 
ential city, the Republic and Gazette are accord- 
ed an enthusiastic acceptance in the form of a 
concentrated circulation only equalled or ap- 
proached in a handful of other cities of the 
nation. Into the 58,257 homes of the metropoli- 
tan market area* go 58,522 newspapers. 


Here indeed, is ONE metropolitan Market* 
of over 200,000 high income individuals that is 
completely saturated by a single advertising 
medium. 


And with 98.3% of the 76,946 Republic and 
Gazette daily circulation confined within the 
state, the advertiser also gets a potent merchan- 


ry iH : 


WIN UMTS, 
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dising force in Arizona. 


*As defined by J. Walter Thompson Co. 
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Arizona newspapers 


circulations are 


graphed from Stand- 
ard Rate and Data 
Service figures as of 


September 30, 1944. 
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